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THE  FIRST  REALTY  ADVERTISER 

Dr.  E.  James  Cattell,  at  one  time  secretary  to 
Jay  Gould,  now  current  city  statistician  of  Phila- 
delphia, backed  me  into  a  corner  and  wanted  to 
know  whether  I  knew  that  real  estate  advertising 
began  with  Moses  of  bullrush  fame. 

"Well,  it  did/'  Doc  explained.  "When  Moses 
undertook  to  lead  the  children  of  Israel  out  of  the 
Land  of  Bondage,  he  advertised  their  destination 
as  the  Land  of  Promise,  didn't  he? 

"And  when  the  soldiers  of  Joshua  came  back 
from  Jericho  proclaiming  it  a  land  flowing  with 
milk  and  honey,  what  were  they  doing  if  not  adver- 
tising real  estate  ?  Answer  me  that.  Hannibal  ad- 
vertised Italian  real  estate  when  he  painted  for  his 
Carthaginian  cohorts  the  richness  of  the  plains  of 
Lombardy,  didn't  he  ?  And  Napoleon  did  the  same 
thing  when  he  told  his  troops:  'Beyond  the  Alps 
lies  Italy!'  And,  too,  Ponce  de  Leon  was  a  good 
advertiser,  wasn't  he?  Ponce  promised  to  lead  his 
followers  to  the  Fountain  of  Eternal  Youth,  but, 
at  that,  I  am  not  recommending  his  example  be- 
cause I  believe  in  truthful  advertising.  Ponce  lied 
and  he  failed  miserably,  just  as  he  deserved.  But 
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historical  celebrities  are  not  the  only  ones  who  have 
been  great  real  estate  advertisers. 
"When  Sir  Walter  Scott  said: 

"If  thou  wouldst  view   fair   Melrose  aright, 
Go  visit  it  by  the  pale  moonlight, 

"he  wrote  one  of  the  best  real  estate  advertise- 
ments Scotland  ever  had.  Hundreds  of  thousands 
of  tourists  have  read  that  ad  and  have  poured  into 
Scotland.  And  that's  not  all.  Bobby  Burns  boosted 
the  braes  and  banks  of  Bonny  Doon,  you  remember, 
and  Tom  Moore  broke  into  the  advertising  game 
and  puffed  Irish  real  estate  when  he  wrote: 

"There  is  not  in  the  wide  world  a  valley  so  sweet 
As  that  vale  in  whose  bosom  the  bright  waters  meet. 

"Poets  are  not  business  men,  but  those  poets  by 
celebrating  Melrose  and  Highland  lakes  and  the 
Vale  of  Avoca  did  something  for  real  estate  values 
that  the  business  men  of  Scotland  and  Ireland 
gratefully  acknowledge  to  this  day." 
— EDDIE  BOYDEN  in  the  San  Francisco  Chronicle. 


PREFACE 

"Rules  are  made  but  to  be  broken!" 

That  which  is  theoretically  correct  in  real  estate 
advertising  sometimes  fails  of  results.  An  adver- 
tisement which  violates  all  basic  principles  some- 
times succeeds. 

Why? 

Because  the  human  element  which  enters  into 
the  problem  is  eternally  inconsistent  and  uncertain. 

Mental  processes  vary  widely  in  the  same  person 
under  different  conditions.  Under  normal  condi- 
tions, however,  the  mind  obeys  certain  well  known 
general  laws. 

Many  excellent  treatises,  both  technical  and  prac- 
tical, are  extant  dealing  with  these  laws  and  their 
relation  to  general  advertising. 

But  the  real  estate  business  has  become  special- 
ized. The  march  of  progress  has  brought  new 
standards  of  salesmanship  and  advertising.  Gen- 
eralities no  longer  suffice. 

This  volume  is  a  discussion  of  the  fundamentals 
of  advertising  as  they  apply  especially  to  the  real 
estate  business. 

Stripped  of  technicalities  and  discussed  from  the 
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x  PREFACE 

viewpoint  of  real  estate  salesmanship  it  is  hoped 
that  this  study  will  be  a  practical  aid  to  the  busy 
ReaUor  who  has  neither  the  time  nor  the  facilities 
for  making  his  own  research. 

THE  AUTHOR. 
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REAL  ESTATE  ADVERTISING 
CHAPTER  I 

NECESSITY    FOR    REAL    ESTATE    ADVERTISING PUR- 
POSES AND  FUNDAMENTALS 

The  purpose  of  real  estate  advertising  is: 

(a)  To  establish  public  confidence  in  real  estate  and  real 
estate  securities  in  general  as  an  investment; 

(b)  To  create  a  desire  for  specific  real  estate  or  securities  ; 

(c)  To  influence  others  to  transact  business  with  a  certain 
individual  or  institution. 

Real  estate,  to  be  marketed,  must  attract  atten- 
tion and  have  the  confidence  of  the  buying  public. 

To  produce  these  results  advertising  is  necessary. 

Successful  advertising  is  the  science  of  directing 
the  mind  into  channels  of  thought  which  produce 
desired  action.  In  real  estate  the  action  desired  is 
to  establish  contact  between  buyer  and  seller,  or 
their  representatives.  When  a  real  estate  advertise- 
ment has  accomplished  this  it  is  completely  suc- 
cessful. 

Advertising  is  indispensable  to  the  real  estate 
business  because  it  originates  trade.  It  reaches 
many  persons  while  a  salesman  is  conferring  with 
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one  or  two.  It  appeals  to  the  eye  which  is  much 
quicker  than  the  ear,  and  conveys  visual  impres- 
sions which  are  more  lasting  and  more  nearly  cor- 
rect than  auditory  sensations. 

The  mind  reacts  in  a  definite  way  in  response  to 
certain  stimuli,  such  as  appeals  to  emotions  and 
reason.  Real  estate  advertising  is  a  practical  ap- 
plication of  this  principle  of  psychology. 

Extensive  campaigns  in  newspapers  and  other 
media  have  been  conducted  to  educate  the  public  in 
the  value  of  real  estate  as  an  investment,  and  to 
establish  confidence  in  this  class  of  security.  It  is 
difficult  definitely  to  trace  direct  results  from  such 
advertising  but  unquestionably  it  has  an  indirect 
influence  that  is  reflected  in  the  general  market. 
This  is  called  institutional  advertising,  and  is  a 
comparative  innovation  in  real  estate  advertising 
which  has  gained  great  favor.  It  usually  is  con- 
ducted by  real  estate  boards  or  groups  of  real 
estate  brokers.  Frequently,  however,  individual 
concerns  find  it  advantageous  to  do  institutional 
advertising  for  the  benefit  they  derive  from  im- 
provement in  general  market  conditions. 

This  provides  a  positive  method  for  attracting 
favorable  attention  to  real  estate  investments.  No 
advertisement  should  in  any  way  tend  to  destroy 
confidence  in  real  estate.  For  this  reason  "Sacri- 
ficing Home  at  Big  Loss"  and  similar  advertise- 
ments are  of  doubtful  value. 
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In  order  to  stimulate  confidence  in  the  minds  of 
readers  the  most  attractive  propositions  always 
should  be  advertised.  The  mistake  should  not  be 
made  of  advertising  only  the  slow  selling,  unat- 
tractive properties  in  the  belief  that  more  desirable 
real  estate  will  sell  itself.  Such  a  policy  soon  will 
create  the  impression  that  the  advertiser  never  has 
anything  desirable  to  sell,  or  that  he  is  reserving 
the  good  things  for  himself  and  offering  the  public 
only  the  properties  he  does  not  care  to  consider. 

Truth  is  mighty  in  real  estate  advertising. 
Absurd  claims,  untruths,  misrepresentation  and  ex- 
aggeration reflect  not  only  upon  the  advertiser  but 
upon  the  entire  real  estate  business,  and  upon  the 
medium  in  which  the  advertisement  is  carried.  Even 
though  it  may  seem  advantageous  at  the  time  to 
color  falsely  an  advertisement,  its  ultimate  reaction 
is  certain  to  be  injurious. 

A  real  estate  concern,  facing  strong  competi- 
tion, following  poor  advice,  sought  customers  by 
using  classified  advertisements  of  which  the  fol- 
lowing is  a  sample : 

"Injured  in  automobile  accident.  Young  woman  has  ex- 
hausted funds  and  must  return  East  to  parents.  Must  sacri- 
fice equity  in  bungalow.  Address  671  Clarion." 

This  succeeded  in  producing  inquiries  for  a  time 
but  the  concern  failed  after  a  year,  because  through 
its  untruthful  advertising  it  gained  the  reputation 
of  being  unreliable  in  its  dealings. 
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Real  estate  is  a  high  class  commodity.  It  can  be 
sold  on  the  basis  of  genuine  merit,  and  sharp  prac- 
tices, sophistry,  deceit,  and  cunning  need  not  be 
employed  in  exploiting  it. 

The  paths  of  advertising  and  salesmanship  run 
parallel  eighty  per  cent  of  the  way  through  any 
transaction. 

In  Selling  Real  Estate  In    Advertising     Real     Estate 

You  must — •  You  should — 

1.  Attract  attention  I.  Attract  attention 

2.  Gain  interest  2.  Gain  interest 

3.  Create  desire  3.  Create  desire 

4.  Establish  confidence  4.  Establish  confidence 

5.  Bring     about     action     (which  5.  Suggest  desired  action   (which 
means   signing  a  contract)  means  establishing  contact  be- 
tween reader  and  advertiser) 

A  successful  advertiser  should  make  an  excel- 
lent salesman,  unless  handicapped  by  some  physical 
defect.  Most  modern  institutions  combine  the  de- 
partments of  salesmanship  and  advertising  for  the 
reason  that  the  first  essential  of  successful  advertis- 
ing in  salesmanship  ability.  A  successful  adver- 
tiser must  of  necessity  know  the  fundamentals  of 
salesmanship.  It  does  not  follow,  however,  that  a 
good  salesman,  just  by  reason  of  that  fact,  will  be 
an  effective  advertiser. 

Advertising  cannot  be  expected  to  close  a  real 
estate  transaction.  That  is  the  province  of  the 
salesman.  The  most  advertising  can  do  is  to  sug- 
gest the  action. 
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Advertisements  should  avoid  the  pitfalls  which 
beset  the  salesman.  They  should  never  argue.  It 
is  even  dangerous  to  attempt  to  convince  by  asser- 
tions that  are  open  to  argument.  It  is  preferable 
that  the  reader  be  carried  along  so  that  through 
association  of  ideas  or  by  direct  suggestion  he  be- 
comes interested  in  the  real  estate  advertised. 

To  offer 

"Kansas  Lands  Ready  to  Plow" 
is  more  effective  than  to  advertise 

"Kansas   Farms  Are  the  Most   Productive." 

One  is  an  interesting  suggestion.  The  other  is 
a  challenge  to  the  reader's  judgment.  It  sets  up 
an  argument  and  places  the  prospective  buyer 
immediately  in  a  defensive  attitude. 

If  an  advertisement  accomplishes  any  one  of  the 
five  results  enumerated  it  has  been  measurably  suc- 
cessful. Some  forms  of  real  estate  advertising  are 
planned  for  the  sole  purpose  of  attracting  attention. 
The  advertisement  which  carries  the  reader  through 
all  five  steps  is  one  hundred  per  cent  successful. 

A  bad  advertisement  is  one  which  repels  the 
reader  or  leaves  no  impression. 

A  poor  advertisement  is  one  that  leaves  the  reader 
with  the  single  impression  that  the  writer  was  an 
ingenious  or  clever  person. 

A  good  advertisement  is  one  which  leaves  the 
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reader  with  a  desire  to  acquire  the  commodity  ad- 
vertised, or  to  seek  more  information  about  it. 

The  advertising  budget  of  the  real  estate  busi- 
ness hardly  can  be  regulated  automatically.  The 
rental  business,  for  example,  of  necessity  must 
spend  large  amounts  for  classified  advertising. 
Other  classes  of  real  estate  enterprise  may  find  their 
advertising  expenditures  influenced  by  the  weather 
or  other  conditions  over  which  they  have  no  control. 
For  example  in  snowy  or  rainy  weather  it  is  not 
advisable  to  spend  as  much  money  in  offering  homes 
for  sale  as  in  fair  weather  because  prospective  buy- 
ers will  not  go  out  in  bad  weather  to  view  property, 
and  the  home  will  not  present  its  best  appearance 
under  gloomy  conditions. 

When  business  is  poor,  more  advertising  than 
usual  must  be  done  to  keep  the  volume  anywhere 
near  normal.  This  of  course  means  a  greater  per- 
centage of  overhead  and  destroys  any  theoretical 
percentage  basis  for  an  advertising  budget. 

Many  concerns  set  aside  from  three  to  six  per 
cent  of  the  previous  year's  income  for  advertising 
purposes.  One  large  concern  doing  a  prosperous 
business  spends  from  ten  to  twelve  per  cent.  The 
budget,  however,  must  be  a  matter  of  individual 
decision,  bearing  in  mind  that  increased  returns 
always  justify  increased  advertising. 

It  is  a  real  estate  axiom  that  the  largest  real 
estate  concerns  are  the  largest  advertisers. 


CHAPTER  II 

KINDS    OF    ADVERTISING CHOICE    OF    MEDIA SIZE 

OF  SPACE PREFERRED  POSITION 

There  are  four  main  subdivisions  into  which  real 
estate  advertising  may  be  classified.  The  follow- 
ing diagram  sets  out  the  various  steps. 

Display     ^je 
General 

Classified 
Newspapers 

Display 
Specific 

Classified 

1.  PUBLICATIONS 

Display      SSJ^ 
General 

Classified 

Magazines 

and 
Periodicals 

REAL  ESTATE  Display     *£? 

ADVERTISING  Specific 

Classified  ~ 

2.  OUTDOOR         ;          Billboards 

AGENCIES  ^b°ar^ 

Window  signs 
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Circular   letters  and    follow  up 
3.  DIRECT  BY  MAIL     Pamphlets 
LITERATURE  Mail  cards 

Books 

Letterheads  and  envelopes 
Personal  cards 
Blotters 

4.  MISCELLANEOUS      Novelties 

Picture  show  slides  and  films 

Radio 

Aerial  photographs 

Etc. 

Choice  of  media  is  the  first  consideration  in  ad- 
vertising real  estate.  The  daily  newspaper  is  uni- 
versally accepted  as  the  best  vehicle  in  local  or 
regional  undertakings.  It  reaches  all  classes  and 
conditions  of  people.  It  is  certain  to  carry  any 
message  to  those  who  may  be  interested.  It  has 
standing  and  prestige  which  is  loaned  to  an  adver- 
tisement and  it  has  a  host  of  eager  readers  who 
are  always  potential  buyers. 

Advertising  is  an  overhead  expense  of  definite 
proportions.  It  is  not  a  matter  of  sentiment  nor 
of  charity.  It  is  a  matter  of  result.  Advertising 
should  be  run  in  newspapers  that  get  results  and 
have  the  public  confidence. 

In  reaching  more  extended  fields  or  carrying  on 
a  campaign  of  national  scope,  magazines  and  peri- 
odicals may  be  employed  to  carry  the  message. 
Class  advertising — that  is  appealing  to  readers  in 
a  particular  line  of  industry — is  often  successful 
through  the  use  of  trade  magazines  and  periodicals. 
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An  Industrial  magazine,  for  instance,  might  effec- 
tively present  an  advertisement  of  a  factory 
site. 

In  newspaper  and  magazine  advertising  there 
are  two  types :  general  and  specific.  General  seeks 
to  leave  a  good  impression  and  to  create  a  general 
atmosphere  of  trust  in  a  real  estate  project  or  a 
firm  without  emphasizing  any  particular  piece  of 
property.  This  may  be  developed  either  in  display 
space  or  classified  columns. 

Specific  advertising,  either  display  or  classified, 
has  for  its  object  interesting  a  prospective  customer 
in  a  particular  piece  of  property  and  concentrates 
on  that  one  aim. 

The  size  of  space  is  a  mooted  question. 

White  space  and  large  advertisements  are  in- 
finitely more  effective  than  no  white  space  and  small 
advertisements.  Full  page  and  double  page  spreads 
frequently  are  highly  profitable.  To  create  the 
right  impression  they  must  be  carefully  prepared 
and  in  keeping  with  the  size  of  the  project. 

An  advertisement,  if  possible,  should  carry 
enough  white  space  and  be  of  sufficient  size  to  com- 
mand instant  attention  of  the  reader.  In  display 
advertising  this  might  be  done  with  a  3  column, 
10  inch  space  or  even  less,  or  an  entire  page  might 
be  required,  in  accordance  with  the  design  and 
attention-compelling  attributes  of  the  copy.  In 
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classified  columns  it  might  be  done  in  a  few  inches 
or  it  might  require  a  column. 

Otherwise  good  advertisements  sometimes  are  not 
result  producing  because  confined  in  spaces  too 
small.  If  an  error  is  to  be  made,  it  should  be  in 
favor  of  the  larger  space. 

In  determining  the  size  of  space,  it  must  be  re- 
membered that  "an  advertiser  cannot  hit  sledge 
hammer  blows  with  tack  hammer  methods." 

Preferred  space  in  a  newspaper  is  the  right  hand 
column  on  the  right  hand  page,  because  it  is  the 
space  a  reader  naturally  sees  first;  also  the  back 
page  of  the  paper ;  the  front  or  back  page  of  a  sec- 
tion ;  or  next  to  reading  matter.  It  is  usually  neces- 
sary to  pay  extra  rates  for  preferred  position. 

Several  considerations  enter  into  a  choice  be- 
tween morning  and  afternoon  papers. 

The  morning  paper  usually  is  read  by  women  just 
before  starting  out  to  inspect  homes  or  apartments. 
Lists  are  torn  out  and  carried  along.  The  morning 
newspaper  advertisement  should  get  quicker  action 
than  afternoon  publications,  because  night  does  not 
intervene,  causing  the  reader  to  forget.  Men,  how- 
ever, read  the  morning  paper  rather  hurriedly  and 
unless  the  advertisement  has  considerable  strength 
it  may  not  attract  attention. 

The  afternoon  newspaper  usually  is  read  at  home, 
where  the  advertisement  can  be  discussed  with  other 
members  of  the  family  and  thus  firmly  impressed 
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on  the  memory.  There  is  more  time  for  careful 
study  of  the  advertisement.  It  may  be  read  several 
times.  The  afternoon  paper  usually  has  greater 
circulation  than  the  morning  publication. 

Sunday  vs.  Week  Day 

Greater    circulation.  Less     competition      from     other 

Advertisers  can  give  more  detail.         advertisers'. 
Readers  have  more  leisure.  Better   position. 

Readers  have  more  time  to  study. 
Readers   give    more   attention   to 
advertisements. 


CHAPTER  III 

ESSENTIAL     INFLUENCES PLEASING     QUALITIES  — 

METHODS    OF    EMPHASIS ASSOCIATION    OF    IDEAS 

INGENUITY REPETITION 

A  discussion  of  the  style  of  real  estate  advertising 
involves  everything  from  a  study  of  human  emo- 
tions to  preparation  of  copy. 

i.  A  real  estate  advertisement  must  attract — 
not  displease. 

An  advertisement  that  gives  rise  to  pleasant 
thoughts  or  pleasant  sensations  instantly  attracts 
attention.  That  which  causes  pain  or  displeasure 
has  the  opposite  effect. 

When  a  prospective  buyer  is  in  a  pleasant  frame 
of  mind  he  is  susceptible  to  suggestion.  When  he 
is  pained,  angered,  or  displeased  he  becomes  dis- 
trustful and  a  mental  resistance  develops  that  can- 
not be  overcome. 

Art  work,  typography  and  text  must  be  pleasing 
if  proper  results  are  obtained. 

In  art  work  and  text,  portrayal  of  the  following 
is  pleading:  Youth,  beauty,  growing  things,  happi- 
ness, contentment,  comfort,  success,  prosperity.  On 
the  other  hand  a  real  estate  advertisement  depicting 
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wretched  conditions  of  living  would  be  displeasing 
to  most  readers  and  therefore  ill  advised. 

In  typography,  large  type  of  course  attracts,  as 
does  artistic  border  design.  A  well  known  adver- 
tising dictum,  however,  is:  "All  display  is  no  dis- 
play." For  that  reason  the  type  should  not  be  too 
large  nor  the  border  too  ornate. 

Capital  letters  attract,  especially  in  headings,  but 
under  no  circumstances  should  an  entire  advertise- 
ment be  printed  in  capital  letters  all  of  the  same 
size.  This  fault  frequently  is  observed  in  classified 
advertisments.  When  so  presented  they  are  ex- 
ceedingly difficult  to  read. 

Square  spaces  and  top-heavy  advertising  dis- 
plays are  usually  displeasing  and  should  be  avoided. 


EDGAR  S.  MERTON 

REALTOR 


Los  ANGELES,  CAL. 


Pico  8654 


EDGAR  S.  MERTON 


REALTOR 
497  WILSHIRE  BLVD. 


497  WILSHIRE  BLVD. 
Pico  8654  Los  ANGELES,  CAL. 


The  square  business  card  shown  above  is  at  once 
displeasing  to  the  eye.  The  oblong  card  is  much 
more  attractive.  It  is  for  this  reason  that  letter- 
heads, envelopes,  books,  printed  matter,  paintings 
and  many  other  things  that  depend  upon  their 
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pleasing    qualities    for    their    effectiveness    avoid 
squares. 


MERTON     INVESTMENT     CO. 
497  Wilshire  Blvd.,  Los  Angeles 

Have  a  Home 

and  a  Business 

waiting  for  you  in  Southern 
California.  Chicken  ranches 
near  Los  Angeles  are  prof- 
itable. Write  for  booklet. 


Have  a  Home 
and  a  Business 

waiting  for  you  in  South- 
ern California.  Chicken 
ranches  near  Los  Angeles 
are  profitable.  Write  for 
booklet. 

MERTON    INVESTMENT   CO. 
497  WILSHIRE  BLVD.,  Los  ANGELES 


The  balanced  advertisement  on  the  right  is  pleas- 
ing in  appearance  and  more  likely  to  gain  the  inter- 
est of  the  reader  than  the  top-heavy  example  on  the 
left. 

2.  An  advertisement  may  be  emphasized  by  con- 
trast. 

A  display  advertisement  or  one  of  any  consider- 
able length  in  the  classified  section  should  have  suf- 
ficient contrast  so  that  the  high  points  stand  out 
and  are  easily  read.  There  are  some  persons  who 
are  too  busy  or  too  lethargic  to  read  an  advertise- 
ment in  its  entirety.  By  emphasizing  the  main  fea- 
tures the  reader  can  be  reached  with  at  least  an 
outline  of  the  message,  or  his  attention  perhaps 
focused  on  some  particular  item  of  interest. 

The  headline  is  a  means  of  emphasis.  It  should 
be  short.  It  should  say  something.  A  headline  is 
most  effective  when  it  contains  not  to  exceed  five 
words,  preferably  less.  If  the  story  requires  more 
words,  the  line  should  be  double  decked,  as 
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Build  Your  Summer  Home 
On  Lake  Tahoe 

When  a  headline  is  double  decked,  each  line 
should  contain  a  complete  thought,  if  possible,  as 
above.  The  following  heading  is  faulty  in  that  it 
violates  this  principle: 

Build    Your    Summer 
Home  On  Lake  Tahoe 

Proper  use  of  white  space  and  border  also  lends 
emphasis  to  an  advertisement.  Numbering  items 
to  be  stressed  sometimes  is  an  aid  to  focusing  the 
attention  of  the  reader.  Art  work  has  become  an 
essential  for  successful  real  estate  display  advertis- 
ing. While  it  is  not  impossible  to  produce  a  result- 
getting  advertisement  without  art  work,  it  is  most 
important  to  visualize  wherever  possible.  Art  work 
of  the  proper  sort  undoubtedly  adds  to  the  attrac- 
tiveness of  any  advertisement. 

Magazines  and  periodicals  present  an  opportunity 
for  the  use  of  color.  Contrasting  as  well  as  har- 
monious colors  may  be  used  effectively,  but  cheap 
or  tawdry  effects  or  clashing  colors  should  be 
avoided. 

3.  Association  of  ideas  influences  the  mind  of  the 
reader. 

By  proper  association  of  ideas  proper  sugges- 
tions occur.  For  example,  a  large  mechanical  re- 
frigerator manufacturer  has  adopted  the  name 
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"Frigidaire"  for  his  device.  The  idea  associated 
with  Frigidaire  offers  an  appropriate  suggestion 
in  considering  refrigerators,  and  the  name  is.  a 
valuable  advertising  asset.  The  "Kelvinator"  is  a 
competing  device.  This  name  also  is  founded  on 
the  plan  of  associating  ideas.  It  is  named  in  honor 
of  Lord  Kelvin,  a  great  English  scientist.  The 
association  of  ideas,  in  this  case,  however,  is  too 
remote  from  the  mind  of  the  average  reader  upon 
whom  the  manufacturer  depends  for  his  sales.  In 
this  instance  the  association  of  ideas  fails.  The 
word  Kelvinator,  however,  has  the  virtue  of 
being  euphonious  and  repetition  finally  will  estab- 
lish it. 

One  large  subdivider  has  very  successfully  used 
the  association  of  ideas  by  emphasizing  the  fact  in 
all  advertising  that  his  district  is  an  ideal  place  for 
bird  life.  He  encourages  the  building  of  bird 
houses,  has  had  a  bird  census  taken,  and  offers 
prizes  to  children  for  the  best  essays  on  the  habits 
of  birds  in  his  district.  The  morning  song  of  the 
robin,  the  happy  chatter  of  the  wren,  and  the  twi- 
light serenade  of  the  brown  thresher  are  irrevoc- 
ably associated  with  a  home  in  this  district. 
Thoughts  of  the  birds  bring  visions  of  towering 
poplars,  sheltering  honeysuckle  and  flowering 
shrubs.  This  association  of  ideas  makes  the  dis- 
trict the  natural  goal  for  a  prospective  home 
owner.  Thus  "atmosphere"  is  created. 
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Association  of  ideas  wherein  physical  action  is 
suggested  has  great  potency.  For  example: 

Kansas  Land  Ready  to  Plow 

is  far  more  effective  than 

Rich  Kansas  Land  For  Sale. 

The  first  associates  the  idea  of  acquiring  the  farm 
immediately  with  the  thought  of  plowing  it  in  time 
for  reaping  the  next  harvest.  There  is  no  time  to 
be  lost.  The  buyer  must  act  now. 

The  reaction  to  the  second  advertisement  is  not 
strong  enough  to  stir  him  to  action. 

Art  work,  color  schemes  and  copy  design  are  used 
to  assist  in  associating  ideas. 

4.  Ingenuity  may  assist  in  focusing  attention  and 
aiding  memory. 

The  inventive  genius  of  an  advertiser  has  been 
responsible  for  the  success  of  many  real  estate  proj- 
ects. Ingenious  devices  that  attract  attention  or  aid 
the  memory  or  elicit  a  response  are  of  first  import- 
ance among  his  resources. 

The  outstanding  example  of  ingenuity  in  real 
estate  advertising  is  the  coinage  of  the  word 
"Realtor,"  *  and  so  presenting  it  to  the  public  that 

*  "Realtor" — A  person  engaged  in  the  real  estate  business  who 
is  an  active  member  of  a  Member  Board  of  the  National  Association 
of  Real  Estate  Boards,  and  as  such  an  affiliated  member  of  the 
National  Association,  who  is  subject  to  its  rules  and  regulations, 
who  observes  its  standards  of  conduct,  and  who  is  entitled  to  its 
benefits. 
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it  is  associated  with  ideas  of  honesty,  integrity  and 
high  business  ideals  and  ethics.  C.  N.  Chadbourn, 
of  Minneapolis,  Minnesota,  is  the  author  of  this 
term  which  now  is  generally  accepted  throughout 
the  business  world. 

The  use  of  a  slogan  is  one  form  of  ingenious  ad- 
vertising. The  most  famous  real  estate  slogan  is 
"Own  Your  Home/'  fostered  by  the  National  Asso- 
ciation of  Real  Estate  Boards. 

A  prominent  broker  specializing  in  business  real 
estate  and  leases  successfully  employed— 

"Location  is  everything — See  Us." 
Another  well-known  broker's  watchword  is — 
"Just  Service." 

A  slogan  may  be  in  tune  with  the  type  of  busi- 
ness being  done  by  a  broker,  as  for  example: 
"Leases  Our  Specialty"  or  "Forty  Years  Without  a 
Single  Loss  to  An  Investor."  These  apply  readily  to 
special  branches  of  the  real  estate  business.  Slogans 
also  may  be  more  general  in  their  wording  and  be 
equally  forceful,  and  are  useful  to  the  broker  doing 
a  general  business.  Examples  of  this  may  be  found 
in  the  following:  "If  Tatum  says  it's  so,  it's  so," 
"Wright  deals  right,"  and  "Confer  with  Confer." 
Often  a  slogan  can  be  used  as  the  foundation  for 
a  trade  mark.  An  example  of  this  may  be  found 
in  Chapter  XVI.  Signs-Letterheads  in  the  repro- 
duction of  the  W.  H.  Wright  &  Co.  real  estate  sign. 
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Here  the  slogan  has  been  worked  into  a  trade  mark 
design.     (See  illustration  facing  page  186.) 

Slogans  when  not  carefully  chosen  sometimes 
react  on  the  user  in  an  unpleasant  way.  If  there 
is  any  doubt  about  the  merit  of  a  slogan  it  should 
not  be  adopted. 

For  example,  "See  us  first"  was  adopted  by  a  real 
estate  broker  in  exploiting  his  home  selling  depart- 
ment. A  rival  broker  destroyed  the  effectiveness 
of  this  slogan  by  advertising  "See  others  first. 
Then  come  to  us  for  real  values." 

The  return  coupon  preferably  set  cornerwise  on 
the  page  where  it  may  be  clipped  with  least  effort, 
suggestions  to  write  for  free  booklet,  broken  bor- 
ders, focusing  points  to  attract  the  eye,  are  products 
of  the  ingenious  advertiser. 

A  real  estate  broker  even  may  be  called  on  to  ex- 
ercise his  creative  powers  in  properly  presenting 
his  name  to  the  business  world.  For  instance,  John 
Henry  Smith  is  more  easily  identified  than  J.  H. 
Smith;  J.  Logan  Jones  is  certain  to  become  better 
known  than  J.  L.  Jones. 

5.  Repetition  is  vital. 

An  advertisement  to  be  productive  must  be  re- 
membered. Every  device  known  to  make  it  easily 
remembered  should  be  employed,  such  as  familiar 
words  and  phrases,  short  sentences,  brief  para- 
graphs, concise  statements  and  visualization. 

Even  with  these  aids,  however,  an  advertisement 
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must  be  presented  over  and  over  if  it  is  to  become 
fixed  in  the  memory.  Even  a  comparatively  poor 
advertisement  can  be  made  productive  by  repeti- 
tion. It  is  an  expensive  method,  but  will  get  results. 

Psychological  research  has  established  the  fact 
that  in  the  first  two  to  three  seconds  after  reading 
an  advertisement  our  impressions  are  most  vivid. 
After  that  we  forget  very  rapidly  for  the  next  thirty 
minutes,  when  only  the  high  lights  of  the  message 
are  left,  if  anything  at  all  remains.  Thus  repeti- 
tion of  an  advertisement  daily  or  twice  daily  is  not 
too  often.  For  this  reason  also  an  advertisement 
run  once  may  produce  no  results,  while  the  same 
or  similar  copy  repeated  daily  for  a  week  or  a  month 
may  produce  magnificent  results. 

If  $500.00  constitutes  the  entire  advertising 
budget  it  should  not  be  used  to  buy  just  one  large 
space,  regardless  of  the  desirability  of  big  displays 
and  white  space.  The  money  should  be  spread  over 
a  greater  period  of  time,  depending  on  repetition 
to  get  results. 

6.  General  rules  to  observe. 

In  designing  an  advertisement  or  a  campaign  the 
following  general  laws  should  be  obeyed: 

Make  the  copy  simple  rather  than  complex. 
Make  it  short  and  easy  to  read  but  still  tell  the  story. 
Give  reasons  why  the  buyer  should  buy,  instead  of  why 
the  advertiser  should  sell. 
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Appeal  to  the  reader,  not  to  the  personal  vanity  of  the 
advertiser. 

Make  it  dignified  but  not  bashful. 
It  should  be  artistic  but  not  ornate. 

Common  weaknesses  in  real  estate  copy  are: 

Too  much  detail,  lack  of  human  interest,  use  of  worn  out 
words  and  phrases,  exaggeration,  too  wordy,  vague  general- 
ities. 


CHAPTER  IV 

CLASSIFIED   ADVERTISING SUCCESSFUL  APPEALS   IN 

DISPLAY    AND     CLASSIFIED PRIDE DESIRE     TO 

DESIGN    AND    BUILD SAVING PARENTAL  — 

EASE  AND  COMFORT CURIOSITY INVESTMENT 

SPECULATION LOVE  OF  OUTDOORS 

In  real  estate  advertising  successful  appeal  can 
be  made  either  in  display  or  classified  columns  to 
certain  emotions. 

i.  Pride  in  ownership. 

A  person  who  owns'  his  home  or  a  piece  of  busi- 
ness property  immediately  assumes  a  position  in  the 
business  and  social  life  of  his  community  which  be- 
fore he  did  not  possess.  He  is  a  better  citizen.  He 
is  proud  to  show  his  friends  the  new  acquisition  and 
point  to  it  as  "my  home"  or  "my  building."  It  is 
a  most  elevating  feeling,  and  to  appeal  to  it  is  easy. 

The  fact  that  a  home  has  been  designed  by  an 
architect  of  renown,  interior  decorations  supplied 
by  a  recognized  specialist,  or  landscape  laid  out  by 
a  skilled  authority  in  this  class  of  work,  is  a  definite 
appeal  to  pride  in  ownership  and  usually  quite  effec- 
tive in  home  advertising. 

Calling  attention  to  the  homes  of  distinguished 
neighbors  also  carries  great  weight. 

22 
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Excerpts  from  advertising  giving  examples  indi- 
cating appeals  to  pride  in  ownership : 

Home  ownership  identifies  a  person. 
Stately  Tudor  Home.     Berkshire  District. 
Your  wife  is  entitled  to  the  social  prestige  that  a  home  of 
her  own  will  give. 

2.  The  desire  to  design  and  build. 

As  children  our  first  toys  are  building  blocks. 
Later  on  we  build  castles  in  sand,  or  we  acquire 
structural  toys  or  carpenter  tools.  This  desire  fol- 
lows us  through  life.  Therefore  an  appeal  to  a  per- 
son to  buy  a  lot  and  build  his  home  is  an  appeal  to 
a  natural  desire. 

Example : 

Watch  it  grow !     Build  your  own  home. 
Brookside  offers  ideal  sites. 

3.  The  saving  impulse. 

A  stamp  collection  is  one  of  the  earliest  evidences 
of  the  desire  to  save.  A  boy  usually  has  a  collection 
of  agates,  and  a  girl  of  dolls.  Firearms  take  the 
fancy  of  some,  rugs  of  others.  Sometimes  it  is 
pennies,  sometimes  dimes.  Accumulated  savings 
are  an  immense  satisfaction.  Therefore  an  adver- 
tisement which  offers  a  home  or  other  real  estate  or 
security  on  the  savings  plan,  requiring  only  a  small 
payment  at  the  start,  with  small  monthly  payments 
to  follow,  presents  a  human  appeal  that  is  certain 
to  compel  interest  and  attention. 
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Examples : 

Rent  Receipts  or  Your  Own  Home  ?    Which  ? 
Easy  payments  make  you  your  own  landlord. 

4.  The  parental  appeal. 

No  appeal  is  greater  to  a  mother  or  father  than 
proper  presentation  of  the  advantages  real  home 
life  will  offer  children.  When  a  child  comes  into  a 
household  the  entire  family  regime  changes.  Every 
thought  is  centered  in  the  child.  Its  comfort  and 
future  are  almost  the  sole  objects  of  the  parents' 
life.  An  appeal  of  this  sort  is  almost  irresistible. 

Examples : 

Will  your  children  have  pleasant  memories  of  home? 
An  income  from  real  estate  will  help  educate  that  grow- 
ing son. 

5.  Ease  and  comfort. 

An  advertisement  setting  forth  the  advantages 
of  having  an  income  from  real  estate  or  real  estate 
securities  as  a  means  to  comfort  in  old  age  will  gain 
the  interest  of  investors. 

Apartments,  family  hotels,  and  similar  properties 
may  be  rented  by  appeals  to  desire  for  ease  and 
comfort. 

Example : 

Every  mechanical  convenience,  and  every  comfort  of  serv- 
ice offered  by  the  Alton  Arms  Apartments. 

6.  Curiosity. 

A  reader's  curiosity  can  be  aroused  to  the  point 
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where  he  investigates.  If  the  appeal  is  not  strong 
enough  to  bring  about  the  desired  action,  or  if  it 
does  not  provide  means  of  contact  it  should  not  be 
used. 

Example : 

Prominent  downtown  store  lease  expiring.  Not  on  gen- 
eral market.  Call  us. 

7.  Investment. 

In  advertising  real  estate  it  is  possible  to  make 
a  powerful  appeal  to  those  who  are  conservative  in 
their  wants,  and  demand  the  maximum  safety.  In- 
vestment properties  and  real  estate  securities  should 
employ  this  sort  of  appeal.  The  cautious  investor 
demands  security,  but  is  willing  to  take  modest  re- 
turns on  his  money. 

Examples : 

An  Income  for  Life. 

Wise  Investors  buy  our  6%  Real  Estate  Bonds. 

8.  Speculation. 

The  desire  to  speculate  is  human.  The  gambling 
instinct  sometimes  is  stronger  than  the  law  of  self- 
preservation.  Often  a  person  is  willing  to  take 
every  chance  in  a  desire  for  quick  gains,  or  great 
wealth.  It  is  a  natural  and  with  some  an  al- 
most consuming  human  desire.  Prospects  of  big 
returns  in  real  estate,  although  the  hazard  is 
patent,  will  therefore  strike  a  responsive  chord 
in  many. 
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Example : 

Ten  years  ago,  $100  per  foot;  today,  $500;  Tomorrow??? 

9.  Love  of  outdoors. 

The  effectiveness  of  such  an  appeal  is  at  once 
apparent.  The  call  of  out-of-doors  always  has 
been  irresistible  to  mankind.  The  love  of  outdoors 
was  with  our  ancestors,  and  is  handed  down  to 
those  of  the  present  time.  It  is  one  of  the  strongest 
appeals  that  a  real  estate  advertiser  can  use. 

Examples : 

Commanding  view  of  mountains  and  valley  from  front 
porch. 

Vacation!  An  income  from  Real  Estate  will  help  you 
enjoy  it. 

The  basic  principles  of  newspaper  and  periodical 
advertising  are  the  same  whether  it  be  display  or 
classified.  Display  space,  however,  gives  room  for 
greater  range  of  ideas  and  opportunity  for  effects 
that  cannot  be  obtained  in  classified  columns. 

Classified  advertising  is  less  expensive  and  more 
generously  used.  It  is  effective  both  for  the  large 
and  small  dealer.  Its  clientele  is  composed  largely 
of  "live"  prospects.  The  readers  either  want  some 
specific  real  estate  or  are  interested  in  it,  or  they 
would  not  be  looking  in  the  classified  columns. 

For  the  purpose .  of  establishing  the  name  and 
character  of  a  business,  brokers  often  conduct  gen- 
eral advertising  in  the  classified  space.  It  rein- 
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forces  other  advertising  and  because  of  small  ex- 
pense can  be  repeated  often.  The  same  care  should 
be  exercised  to  make  a  classified  advertisement  the 
dominating  influence  as  in  display  advertising. 

Brevity  usually  is  the  thing  most  to  be  desired  in 
advertising.  In  "want  ads"  this  is  too  often  over- 
done. The  small  advertisement  should  tell  a  com- 
plete story,  present  a  definite  appeal  and  suggest 
action. 

This  classified  advertisement  did  not  get  results : 

"Neighborhood  store — $25.  Steam  heat  without  extra 
charge  in  winter  months.  Junction  Rockhill  and  Country 
Club  car  lines.  Established  business  center/' 


This  one  was  successful : 

A  Woman's  Opportunity 

"New  store  room  suitable  for  apron  shop,  dry  goods  and 
notions  or  art  furniture.  Rent  $25  per  month  ;  heat  included. 
Located  in  South  Side  business  district,  43rd  and  Main,  at 
junction  of  Rockhill  and  Country  Club  car  lires.  Open 
9  a.  m." 

Another  contrast  is  presented: 

"For  Sale — lo-room  suburban  residence.  Dining  room, 
living  room,  kitchen  and  den,  ist  floor;  4  bedrooms  and 
bath  second  floor  ;  priced  reasonably." 

The  above  lacks  human  interest,  and  has  little  to 
commend  it. 
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"For  Sale — A  hospitable  country  home  in  a  beautifully 
landscaped  setting.  Pear  trees,  gooseberries  and  currants 
form  border  of  vegetable  garden ;  4  sunny,  well  ventilated 
bedrooms,  hot  water  heating  plant  with  oil  burner ;  10  rooms 
in  all.  Close  in.  Call  us  for  appointment." 

This  requires  more  words,  but  tells  the  story, 
presents  a  real  human  interest  appeal,  and  suggests 
a  means  for  the  reader  to  establish  contact  with  the 
seller. 


Very  often  it  is  best  in  a  classified  advertisement 
to  emphasize  some  one  particularly  appealing  point 
of  interest  about  the  property  advertised,  trusting 
to  that  to  bring  the  inquiry,  such  as  a  description 
of  kitchen  conveniences,  the  fact  that  there  are 
23  outlets  in  the  house  for  electrical  appliances, 
that  a  storeroom  covers  a  40- foot  span  without  pil- 
lars, that  a  certain  tract  of  ground  provides  an 
opportunity  for  gravity  unloading. 

Do  not  waste  space  in  classified  advertising  with 
inconsequentials  such  as  the  fact  that  a  home  is 
equipped  with  a  kitchen.  Of  course  it  is.  But  be 
sure  to  tell  an  interesting  story.  If  there  is  some- 
thing particularly  unique  or  attractive  about  that 
kitchen  tell  what  it  is.  It  may  arouse  a  woman's 
curiosity  to  the  extent  that  she  will  call  and  inspect 
the  property.  Do  not  lose  sight  of  the  definite 
appeals  that  can  be  made.  Curiosity  is  one  of 
them. 
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A  test  to  apply  to  a  classified  advertisement  is  to 
submit  it  to  the  following  questionnaire : 

Does  it  appeal  to  any  of  the  human  instincts  or 
emotions  enumerated? 

Does  it  give  detailed  rather  than  general  or  vague 
information? 

Does  it  offer  a  definite  suggestion? 

Does  it  suggest  action? 

In  specific  advertising  the  most  important  phase 
is  a  correct  analysis  of  the  property  to  be  adver- 
tised. For  what  is  it  best  suited?  A  real  estate 
problem  properly  diagnosed  is  fifty  per  cent  solved. 

Appeals  to  lofty  ideals  are  not  always  success- 
ful. Syncopation  is  entertaining  to  some  where 
grand  opera  is  pleasing  to  others.  An  advertiser 
should  endeavor  to  appeal  to  the  class  of  persons 
who  reasonably  might  be  expected  to  be  buyers  of 
what  he  has  to  sell. 


CHAPTER  V 

USE     OF     COLOR MAGAZINES PERIODICALS SIGNS 

PRINTING 

Color  in  real  estate  advertising  is  coming  more 
and  more  into  general  use.  This  is  particularly 
true  as  the  real  estate  broker  has  extended  his 
operations  until  he  draws  his  customers  from  the 
far  corners  of  the  continent,  and  must  use  circulars, 
magazines  and  periodicals  of  wide  circulation  as  his 
advertising  media. 

Color  aids  in  intensifying  an  advertisement.  It 
serves  to  attract  attention  and  hold  the  interest. 
It  assists  in  association  of  ideas,  and  thus  performs 
a  vital  function  in  helping  to  make  an  advertise- 
ment easier  to  remember. 

Intricate  color  schemes  or  involved  art  advertis- 
ing that  employs  colors  should  be  left  to  the  com- 
mercial artist  or  an  advertising  agency,  always  with 
the  reservation,  however,  that  a  practical  real  estate 
man  is  the  best  critic  of  a  real  estate  advertisement. 
In  other  words,  the  element  of  salesmanship  in 
advertising  must  not  be  forgotten. 

Contrasting  colors  are  for  the  purpose  of  attract- 
ing attention.  These  should  be  utilized  on  window 
cards,  outdoor  signs,  billboards,  flash  circulars, 
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and  in  other  places  where  it  is  desired  merely  to 
convey  a  single  impression  at  a  glance — for  in- 
stance, to  a  person  driving  by  in  an  automobile. 

It  requires  harmonious  colors  and  milder  tints  to 
hold  the  attention  and  induce  pleasant  contempla- 
tion of  an  advertisement. 

It  is  impossible  to  outline  a  hard  and  fast  rule 
for  use  of  color  in  real  estate  advertising.  One 
should  of  course  strive  for  pleasing  combinations. 

Black  and  white  are  not  usually  considered  in  dis- 
cussions of  color.  Properly  used  for  intense  con- 
trast or  for  harmonious  effects,  they  often  rival 
elaborate  color  designs. 

Generally  speaking,  Nature's  blending  of  colors 
is  a  happy  guide  to  follow.  Nature  prefers  greens, 
blues  and  purples  for  backgrounds  in  her  out-of- 
door  pictures.  The  greens  are  in  the  grass  and  the 
leaves,  the  blues  in  the  sky,  the  purples  in  the  distant 
hills  and  the  horizon. 

In  relief  against  these  we  find  many  colors,  in- 
cluding the  pink  and  white  of  the  early  spring  blos- 
soms, the  black  silhouettes  of  the  trees,  the  yellow 
of  the  sunlight,  the  rose  and  gold  hues  of  the  sunset, 
etc. 

It  is  well  to  remember  that  just  as  gold  and  silver 
are  the  precious  metals,  so  are  they  the  precious 
colors.  They  are  effective  with  almost  any  other 
color  or  combination  of  colors,  and  always  dignify 
and  never  offend  if  discreetly  used. 
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Of  course,  all  colors  should  be  properly  balanced 
in  any  art  work.  Otherwise  they  offend  the  eye.* 

Where  attracting  attention  is  the  main  object  the 
following  contrasting  colors  are  used  frequently 
with  pleasing  effect: 

Red  and  white. 
Blue  and  white. 
Orange  and  black. 
Black  and  carmine. 
Gray,  silver  and  scarlet. 
Green  and  white. 
Red  and  green. 
Red  and  yellow. 
Red,  yellow  and  green. 
Red,  yellow  and  blue. 
Red,  yellow  and  black. 

Red  has  peculiar  power  to  attract  attention  re- 
gardless of  what  other  color  or  colors  may  be  com- 
bined with  it.    It  is  intense  and  gives  great  contrast. 
Pleasing  two-color  combinations  that  are  never 
offensive  are  those  in  which  a  shade  of  the  prin- 
cipal color  is  used  for  a  background.    For  example : 
Dark  blue  lettering  on  a  light  blue  tint. 
Dark  brown  lettering  on  a  light  brown  tint. 

f  A  practical  guide  to  artistic  color  combinations 
followed  by  leading  printers  and  engravers  is  as 
follows : 

*  See  "Grammar  of  Colors"  and  "Atlas  of  the  Munsell  Color 
System,"  by  A.  H.  Munsell  of  Boston,  Mass. 

t  See    "Commercial     Engraving    and    Printing,"    by    Charles    W. 
Hackleman. 
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Color  of  paper  Color  of  inks 

Black  Dark  red,  gold  and  white,  light  blue  and 

silver. 
Light  blue  Light   red,   dark  blue,   light  yellow  and 

yellow  brown. 
Dark  blue  Light  blue  and  white,  green  and  orange, 

dark  red  and  gold. 
Light  brown  Green,  gray  and  lilac,  dark  brown  and 

silver. 

Dark  brown  Light  drab,  orange,  black  and  white. 

Light  green  Gold,  dark  brown,  orange,  dark  green. 

Dark  green  Gold  and  white,  black  and  light  green. 

Light  gray  Dark  blue  and  gold,  dark  gray  and  red. 

Light  red  Rich  green,  blue  and  white,  olive  and  gold. 

Dark  red  Dark  green,  orange  and  dark  blue,  white 

and  gold. 

Light  yellow  Red,  light  blue. 

White  Emerald  green,  navy  blue,  crimson  red. 

Brilliant  colors  and  high  lights  generally  are 
used  at  the  top  of  a  picture  or  design,  while  the 
heavier,  mass  coloring  is  more  pleasing  at  the  bot- 
tom. 

In  magazines  and  periodicals  color  effects  are 
used  to  advantage  because  the  manner  of  printing 
and  the  stock  used  permit  it,  and  because  a  maga- 
zine is  not  usually  read  and  cast  aside.  It  remains 
in  the  reader's  possession  for  weeks  and  sometimes 
months.  He  thus  sees  the  advertisement  many 
times,  and  if  the  art  work  is  properly  done,  the 
advertisement  will  be  more  impressive  each  time  it 
is  seen. 
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In  magazines  and  periodicals  the  most  desirable 
space  is  the  cover  pages  in  the  following  order: 
Front  page  outside,  back  page  outside,  front  page 
inside,  back  page  inside.  In  other  parts  of  the 
magazine  the  right  hand  page  is  most  desired  ex- 
cept in  the  center  of  the  booklet,  where  it  opens 
naturally. 

Space  on  the  page  is  usually  preferred  as  indi- 
cated by  numbers. 


Real  estate  sign  boards  and  window  cards  form 
one  of  the  most  important  advertising  media  for 
the  real  estate  broker. 

The  sign  is  essentially  a  poster.  Its  main  pur- 
pose is  to  attract  attention.  It  is  not  neccessary  that 
it  convey  a  definite  selling  appeal.  It  should  be  so 
planned  that  the  reader  can  see  all  it  says  at  a 
glance.  It  should  be  of  simple  but  dominant  design, 
one  that  will  make  it  possible  for  a  passerby  to 
recognize  it  without  even  reading  the  lettering  on 
it.  Like  any  other  form  of  advertising,  however, 
it  should  be  pleasing  in  appearance. 

Few  words  should  be  used.     "For  Sale,"  "For 
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Rent/'  "For  Lease,"  are  stock  phrases  on  most  real 
estate  signs.  "Open  for  Inspection,"  and  "Offered 
by,"  have  replaced  these,  however,  with  many  insti- 
tutions, on  the  theory  that  "Open  for  Inspection" 
is  a  pleasant  suggestion  and  invitation,  while  "For 
Sale"  is  abrupt  and  carries  with  it  the  thought  that 
the  owner  does  not  desire  any  one  to  view  the 
premises  unless  inclined  to  buy. 

The  colors  and  lettering  should  have  due  regard 
for  the  probable  distance  at  which  the  sign  must 
attract  attention.  There  should  be  plenty  of  con- 
trast. A  sign  should  shout  but  not  scream. 

A  sign  left  on  a  property  too  long,  a  sign  that 
has  become  disfigured  or  dirty,  a  sign  that  is  illeg- 
ible or  partly  pulled  from  its  hangings,  should  be 
removed.  It  is  effective  sometimes  to  move  a  sign 
from  one  position  to  another  on  a  lot,  or  to  take  it 
down  for  a  few  weeks  and  then  replace  it. 

The  question  always  is  arising  in  the  real  estate 
business  as  to  the  advisability  of  carrying  names  of 
salesmen  on  signs  or  in  other  advertising. 

The  office  organization  should  be  such  that  the 
salesman  gets  just  treatment  on  all  his  properties 
without  the  necessity  of  using  the  name  in  the  ad- 
vertisement. Doing  so  tends  to  distract  the  atten- 
tion of  the  customer  from  the  real  object,  which  is 
the  sale  of  real  estate  and  not  the  personal  aggran- 
dizement of  a  salesman. 

It  is  advisable  frequently  to  call  attention  to  the 
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personnel  of  an  organization.  A  separate  adver- 
tisement should  be  devoted  to  such  efforts,  rather 
than  carrying  the  names  of  salesmen  on  signs  or  in 
other  advertising.  Thus  handled,  more  dignity 
attaches  to  the  advertisement  and  to  the  concern, 
and  the  salesman  will  reap  more  genuine  benefit 
from  it. 

Commercial  billboards  are  not  used  often  in  real 
estate  advertising.  If  they  are  used,  the  law  of 
repetition  must  be  followed.  One  board  will  not 
produce  results.  Neither  will  a  few  boards  justify 
the  expense.  Several  placed  at  strategic  points 
might  pay  returns. 


CHAPTER  VI 

DIRECT    BY    MAIL LETTER    WRITING CIRCULARS 

BOOKLETS LISTS 

Investment  brokers,  colonization  projects,  co- 
operative apartment  enterprises,  large  subdivision 
operators,  savings  and  loan  associations  and  real 
estate  financing  corporations  are  employing  direct 
by  mail  advertising  methods  with  considerable  suc- 
cess. 

In  this  class  of  advertising  the  same  psychologi- 
cal phenomena  are  recorded  as  in  other  advertising. 

It  does  not  particularly  impress  a  reader  to  learn 
that  the  advertiser  is  enthusiastic  over  a  certain 
piece  of  real  estate  offered  for  sale,  or  that  the 
advertiser  considers  it  the  "best  bargain  ever  pre- 
sented," 

Part  i — Letters 

Present  day  readers  of  circular  letters  are  not 
responding  to  those  who  try  to  say  too  much  about 
themselves  or  make  reckless  use  of  superlatives. 
They  are  more  attentive  to  what  directly  concerns 
the  reader.  In  other  words  the  letter  should  be  big 
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"U"  and  little  "i"  The  conservative  letter  creates 
confidence. 

A  mail  advertisement  must  provide  an  easy 
means  of  contact,  such  as  return  post  card  or  cou- 
pon. There  should  be  some  inducement  for  the 
reader  to  respond  such  as  writing  for  a  free  booklet, 
or  a  set  of  plans.  It  is  important  that  the  street 
address  and  telephone  number  be  easy  to  find. 

In  dealing  with  young  persons  appeals  to  emo- 
tions are  best.  Older  persons  insist  on  things  being 
explained  more  in  detail  and  reasoned  out.  Also 
they  are  pleased  to  recall  the  experiences  of  their 
early  life  and  these  characteristics  should  be  in- 
dulged. 

Good  English  is  an  asset  to  any  letter,  but  at- 
tempts at  "fine  writing"  are  in  poor  taste  and 
usually  ineffective. 

The  following  letter  fails  to  register  a  selling  ap- 
peal. One  of  the  principal  reasons  is  an  unfortu- 
nate choice  of  words. 

DEAR  MR.  HOMEBUYER  : 

No  matter  how  nebulous,  the  desire  to  own  a  home 
lies  deep  in  the  inner  consciousness  of  every  mortal.  The 
desire  to  own  property,  to  have  a  real  home,  is  universal, 
and  to  satisfy  this  desire  is  a  real  avocation. 

Whether  your  ideal  home  is  to  be  built  in  the  beauti- 
ful Lake  Park  District,  or  should  your  tastes  be  more 
bucolic,  you  surely  should  find  fulfillment  of  your  desires 
in  either  of  the  two  locations  herein  shown. 

Surcease  from  the  technical  details  involved  in  acquir- 
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ing  property  and  from  the  petty  matters  which  often  vex 
the  prospective  purchaser  may  be  had  in  the  competent 
attention  and  service  given  in  our  office. 

We  suggest  that  you  consider  investing  now  and  per- 
mit the  writer  to  take  you  for  a  cool  ride  to  either  of 
these  additions  so  that  you  may  have  an  early  opportu- 
nity for  favorable  selection. 

Very  truly  yours, 

A.  SELLER. 

The  message  would  have  been  better  presented  if 
the  letter  had  been  couched  in  ordinary  terms.  If 
a  definite  appeal  had  been  made  to  the  love  of  out- 
doors or  the  desire  for  a  garden  instead  of  refer- 
ring simply  to  bucolic  tastes  it  would  have  been 
more  forceful.  Letters  that  have  produced  best  re- 
sults have  used  simple  language  and  direct,  straight 
from  the  shoulder  statements. 

As  a  contrast  here  is  a  letter  written  to  prospects 
for  farm  lands: 

To  THE  FARMERS  OF  THE  MIDDLE  WEST: 

Let's  get  acquainted.  You — many  of  you — need  better 
opportunities  for  your  farming  skill,  your  industry  and 
your  ambition.  We  need  more  farmers  of  your  kind  in 
California,  and  so  can  give  you  the  chance  to  succeed  for 
which  you  have  been  looking. 

At  the  James  Ranch  we  want  the  kind  of  men  who 
want  HOMES,  not  those  who  only  want  to  rent  land. 
We  have  a  modern  community  now  of  home  owners,  am- 
bitious, intelligent,  hard-working  men  and  women — peo- 
ple who  demand  the  best  in  social  and  in  living  condi- 
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tions,  the  best  in  farm  methods.  We  want  more  of  the 
same  kind. 

In  the  Middle  Western  localities  in  which  we  are  send- 
ing this  "letter"  to  every  rural  address,  about  half  the 
farmers  are  "landless" — men  who  till  another's  acres. 
Why  not  farm  your  own  land?  If  you  have  the  small 
amount  of  capital  necessary  to  get  to  California,  and  to 
make  a  piece  of  land  your  own,  and  to  make  a  start — the 
very  sure  returns  of  farming  on  this  soil,  under  irriga- 
tion, and  in  this  climate,  will  make  you  independent. 

On  the  James  Ranch  you  can  produce  two  crops  for 
every  one  crop  you  now  produce.  You  may  have  300 
days  of  "growing  weather"  where  now  you  have  only 
150,  or  less.  You  may  have  270  days  (not  counting  Sun- 
days) when  you  can  do  field  work  as  against  about  100 
days  where  you  farm  now.  You  may  have  "rain"  here, 
when  and  as  you  need  it — neither  floods  nor  drouth,  by 
the  weather's  whim.  Your  markets  are  almost  at  your 
doors,  here  on  the  James  Ranch. 

California  can  take  off  your  shoulders  that  terrible  bur- 
den— "The  High  Cost  of  Winter."  You  have  carried 
that  load  so  long  that  you  don't  know  it  is  there.  Come 
out  into  the  sunshine  and  you  will  find  out  that  just  to 
save,  year  by  year,  what  Winter  costs  you,  will  make  you 
independent. 

It  takes  TWO  to  make  an  acquaintance.  The  Settlers 
on  the  James  Ranch — your  neighbors  to  be — have  told  you, 
in  this  letter,  about  themselves.  The  State  of  California 
certifies  that  this  is  an  honest  land  offering,  in  the  hands 
of  dependable  men.  We  have  written  to  you,  now  you 
write  to  us. 

Tell  us  about  yourself,  what  you  would  like  to  do,  and 
what  you  have  to  do  with — your  farming  experience  and 
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ability,   your   capital   and   equipment.      Write    fully   and 
frankly.     Your  letter  will  be  held  in  confidence. 

You  can  easily  see  that  I  do  not  want  any  man  to  risk 
even  his  time  trying  to  get  a  foothold  on  the  James  Ranch 
unless  I  am  satisfied  he  has  the  farming  ability  and  the 
necessary  capital  and  equipment  to  succeed.  Every  man 
who  does  succeed  is  an  asset  and  an  advantage  to  our 
community.  We  do  not  want  any  man  who  MIGHT 
make  good,  not  to  have  the  chance  to  try.  Write  me 
promptly.  There  is  no  time  to  lose. 
Yours  truly, 

HERMAN  JANSS. 

While  rather  longer  than  the  ordinary  letter  this 
has  tremendous  force.  A  reader  feels  that  Her- 
man Janss  has  a  personal  and  direct  concern  in  his 
welfare.  It  is  conservative,  contains  definite  in- 
formation and  has  distinct  appeals,  such  as  pride 
in  ownership,  investment,  and  bodily  comfort.  By 
association  of  ideas  this  letter  gives  the  impression 
that  James  Ranch  is  a  prosperous  and  happy  com- 
munity and  consequently  a  desirable  place  in  which 
to  live.  It  is  a  particularly  good  example  of  self- 
effacement  by  the  advertiser. 

Business  locations  can  be  "sold"  by  letter  as  well 
as  other  classes  of  real  estate. 

DEAR  MR.  MERCHANT  : 

A  number  of  business  locations,  which  are  not  on  the 
general  market,  are  available  at  attractive  rentals,  even 
though  few  actual  vacancies  exist. 

There  never  was  a  better  time  to  arrange  for  your  new 
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quarters  from  the  standpoint  either  of  rent  or  available 
sites,  providing  you  know  where  to  look. 

As  our  attention  is  given  solely  to  business  property, 
we  have  advance  information  on  impending  changes.  We 
are  in  touch  with  owners  who  will  build  on  reasonable 
terms. 

If  you  want  a  downtown  retail  location,  a  store  in  one 
of  those  fast  growing,  outlying  business  centers,  switch 
or  warehouse  property  or  a  place  on  motor  row,  send  in 
the  enclosed  post  card. 
We  will  be  glad  to  call. 

Yours  very  truly, 

WEST  SIDE  REALTY  Co. 

P.  S.—-S.  W.  Cor.  3ist  &  Gillham  Road,  12  new  store- 
rooms— now  building — suitable  for  grocery,  meat, 
market,  bakery,  apron  shop,  etc.  Look  them  over. 

This  letter  successfully  appeals  to  curiosity.  The 
post  card  enclosure  indicated  provides  the  means  of 
contact.  The  postscript  is  one  of  the  strongest 
points  of  the  letter.  It  tends  to  prove  the  statement 
made  in  the  letter  that  the  broker  has  clients  willing 
to  build.  It  also  saves  the  letter  from  being  too  gen- 
eral in  terms  and  serves  the  purpose  of  making  a 
specific  offering  of  the  property  mentioned. 

The  follow-up  system  of  any  mail  campaign  is 
highly  important.  A  mail  campaign  should  be  fully 
laid  out,  if  possible,  before  the  first  step  is  taken. 
Inserts  enclosed  in  letters  should  be  of  different 
color  from  the  letter.  If  several  inserts  are  en- 
closed or  sent  out  at  different  times  they  should  be 
varied  in  color  for  the  purpose  of  attracting  atten- 
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tion  and  so  they  may  be  located  easily  in  a  mass  of 
correspondence  on  a  busy  man's  desk. 

A  complete  letter  campaign  is  reproduced  in  the 
chapter  on  Farm  Advertising.  This  illustrates  the 
successful  type  of  opening  letter  and  sets  out  the 
follow-up  program  consisting  of  six  additional  let- 
ters which  build  on  the  foundation  laid  by  the 
original  communication. 

It  is  important  that  each  piece  of  mail  matter  in 
the  follow-up  inject  some  new  thought  into  the  cam- 
paign, or  that  some  thought  subordinated  in  a  pre- 
vious letter  be  made  outstanding  and  featured. 

The  arrangement  should  be  pleasing  to  the  eye. 
The  choice  between  the  block  style  and  indented 
style  is  largely  a  matter  of  taste.  Many  prefer  the 
indented  style  because  the  indentation  relieves  the 
monotonous  appearance  of  the  page,  lends  emphasis 
to  the  paragraphs  and  makes  the  letter  easier  to 
read. 

Supporters  of  the  block  style  state  that  emphasis 
is  obtained  by  greater  space  between  paragraphs 
and  that  the  page  with  the  regular  left  hand  margin 
is  more  pleasing  in  appearance. 

Successful  letters  more  than  one  page  long  have 
been  used,  but  every  possible  effort  should  be  made 
to  confine  them  within  that  limit. 

In  any  sort  of  letter  writing  care  should  be  exer- 
cised not  to  offend  the  reader.  Such  notations  as 
"Dictated  but  not  read"  are  without  excuse.  It  is 
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advisable  that  the  letter  be  signed  with  pen  and  ink 
whenever  possible. 

Individuality  in  a  signature  need  not  be  sacrificed 
to  legibility,  but  where  a  signature  is  not  easy  to 
read,  it  also  should  be  typewritten. 

Mailing  lists  for  direct  by  mail  advertising  are 
important.  They  should  be  kept  up  to  date  and 
should  be  carefully  checked  for  duplications,  and 
names  on  returned  letters  should  be  taken  off  the  list 
immediately. 

A  list  of  past  customers  properly  classified  should 
be  a  productive  one. 

A  list  of  investors  can  be  made  up  from  inquiries 
received  from  time  to  time,  persons  of  known 
wealth  or  of  substantial  income,  heads  of  large  busi- 
ness concerns,  owners  of  high-priced  automobiles, 
or  membership  of  an  exclusive  club. 

The  loan  list  is  easy  to  obtain  from  the  records. 
In  most  cities  abstract  firms  or  others  make  a  busi- 
ness of  supplying  this  list  at  a  fixed  charge. 

Property  owners'  names  may  be  obtained  from 
the' tax  lists. 

A  list  of  lease  expirations  can  be  acquired  by 
noting  the  expiration  date  of  leases  as  they  are  an- 
nounced from  time  to  time  and  marking  them  up  in 
the  advance  calendar  so  that  they  will  come  to  hand 
automatically  at  the  proper  time. 

Several  firms  in  the  larger  cities  make  a  business 
of  selling  lists  for  direct  by  mail  advertising.  An 
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out  of  town  prospect  list  can  be  obtained  in  this  way. 
An  out  of  town  list  also  can  be  built  up  by  sub- 
scribing to  a  clipping  bureau  for  newspaper  clip- 
pings relating  to  real  estate  investments. 

Advertising  agencies  usually  can  supply  reliable 
mailing  lists  which  have  been  compiled  over  a 
period  of  time,  at  less  expense  than  the  individual 
can  compile  his  own. 

Births  are  printed  in  the  daily  newspapers.  These 
offer  an  opportunity  for  direct  by  mail  solicitation 
of  the  parents  by  the  home  seller,  the  savings  and 
loan  associations  and  real  estate  securities  brokers. 

Engagements  and  marriages  offer  similar  oppor- 
tunities. Marriage  anniversaries  also  may  be  fol- 
lowed up  profitably.  This  list  can  be  founded  on 
the  marriage  records  and  augmented  by  informa- 
tion from  the  society  columns  of  the  newspapers. 

Christmas  and  New  Year's  letters  are  effective  if 
they  make  logical  appeals  without  the  appearance  of 
commercializing  the  holiday  season. 

Promotions  in  business  carrying  increased  sal- 
aries, taken  from  the  news  columns  or  obtained 
through  private  information,  compose  a  worth- 
while list.  The  increased  income  should  be  invested 
either  in  real  estate  or  real  estate  securities. 

A  list  of  persons,  employed  by  industries,  who 
should  have  owned  their  homes,  but  did  not,  was 
compiled  by  an  enterprising  broker  who  gained  the 
interest  and  help  of  employers  of  labor.  This  assist- 
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ance  was  given  because  home  owners  are  better  em- 
ployees than  renters. 

In  sending  out  a  large  volume  of  mail  it  is  a  sav- 
ing of  time  and  money  to  use  precancelled  stamps, 
a  mailing  permit,  or  the  metered  machine  process, 
which  entirely  does  away  with  the  necessity  of  affix- 
ing stamps.  The  post  office  department  is  always 
ready  to  give  information  and  advice  concerning 
these  labor  and  money  saving  facilities. 

Mailing  cards  generally  should  not  be  larger  than 
5x8  inches,  otherwise  they  may  be  crushed  or 
broken  in  the  mail. 

Part  2 — Booklets  and  Circulars 

Booklets  and  circulars  displaying  real  estate 
wares  are  popular,  particularly  with  large  subdivid- 
ers.  It  is  essential  even  in  low-priced  property  to 
dignify  a  booklet  with  good  art  work.  It  must  offer 
a  genuine  appeal.  A  monotonous  lot  of  pictures  all 
taken  from  a  straight  front  angle,  crowding  as 
much  house  on  the  page  as  the  paper  will  permit 
will  not  make  an  attractive  booklet. 

Pictures  in  books  or  circulars  should  have  some- 
thing of  human  interest  in  them.  Grounds  and  sur- 
roundings should  be  shown.  An  attractive  en- 
trance, a  view  of  a  chimney,  the  roof  lines  or  some 
other  outstanding  feature  of  a  home  is  more  likely 
to  hold  the  interest  than  a  mere  front  elevation. 

Booklets  and  other  enclosures  are  valuable  allies 
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to  other  forms  of  advertising,  because  they  visualize 
the  property  offered.  Accompanied  by  appropriate 
letters,  they  materially  strengthen  any  direct  by 
mail  campaign. 

They  can  do  much  to  emphasize  the  beauties  and 
desirability  of  a  district.  Playgrounds,  swimming 
pools,  business  districts  serving  the  homes,  schools 
and  other  essentials  of  a  modern  home  district 
should  be  portrayed. 

In  farm  advertising,  actual  photographs  of  the 
life  and  surroundings  should  be  shown.  The  fu- 
ture should  be  outlined.  Here  also  the  human  in- 
terest appeal  should  be  paramount. 

An  advertiser  can  best  engender  respect  for  his 
booklet  by  giving  it  the  respect  he  desires  from 
others.  Therefore  the  envelope  in  which  it  is  mailed 
should  be  of  the  highest  quality,  and  should  serve 
as  a  real  protection  to  the  enclosure.  This  will  en- 
hance the  value  of  the  book  in  the  eyes  of  the  recipi- 
ent. 

Some  operators  have  developed  a  mail  order  or 
catalogue  style  of  advertising  real  estate.  This  is 
reported  successful  where  the  advertising  is  in- 
tended to  reach  those  in  rural  districts  where  much 
of  the  buying  has  been  done  for  years  from  cata- 
logues of  large  mail  order  houses.  These  readers 
have  been  educated  along  this  line,  and  that  class 
of  advertising  comes  into  the  home  with  the  advan- 
tage of  being  a  sort  of  recognized  family  friend. 


CHAPTER  VII 

MISCELLANEOUS STATIONERY PERSONAL   CARDS- 
FILMS PHOTOGRAPHS MODELS RADIO,  ETC. 

Everything  that  goes  out  of  an  office  or  enters 
into  the  business  life  of  a  real  estate  man  should 
be  considered  in  the  light  of  advertising. 

Elementary  advertising  methods  were  responsible 
for  establishing  a  broker  of  admitted  success  and 
recognized  standing. 

Being  handicapped  by  shortness  of  stature,  it  was 
difficult  for  him  to  attract  attention,  the  first  re- 
quirement of  a  successful  real  estate  agent.  The 
only  way  to  overcome  that  handicap  was  by  adver- 
tising. 

He  made  it  policy  to  be  always  in  a  hurry.  He 
found  something  to  keep  him  busy.  He  walked 
fast  on  the  streets  or  in  the  halls  of  the  large  office 
buildings.  He  carried  abstracts  from  one  place  to 
another  in  his  hand.  He  declares  that  today  he  is 
reaping  a  reward  from  that  first  advertising.  Inci- 
dentally his  newspaper  advertising  account  now  is 
one  of  the  largest  in  his  city.  He  never  has  let  up 
in  his  campaigning  although  his  methods  have  ex- 
panded and  developed. 
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Letterheads,  personal  cards,  envelopes  and  even 
the  manner  in  which  stamps  are  placed  on  an  en- 
velope reflect  the  character  of  a  business  concern. 

Picture  show  slides  and  films  help  to  visualize  a 
property  and  its  surroundings.  The  very  condition 
under  which  these  are  shown,  however,  often  reduce 
their  effectiveness.  The  other  numbers  on  the  pro- 
gram overwhelm  the  slides  or  short  strips  of  films. 
When  given  to  a  selected  audience,  or  when  the  en- 
tire program  is  devoted  to  a  specific  piece  of  real 
estate  or  to  real  estate  in  general,  films  and  slides 
are  most  effective. 

Aerial  photographs,  and  models,  are  unique,  and 
they  picture  a  location  better  than  anything  yet  de- 
vised. Increasing  importance  will  attach  to  these  in 
the  real  estate  business. 

The  reproduction  of  an  aerial  photograph,  which 
is  the  frontispiece,  visualizes  the  Cherry  Hill  Sub- 
division of  Chicago,  111.,  much  better  than  several 
hundred  words  could  portray  it.  The  entire  pic- 
ture can  be  grasped  instantly.  Arterial  highways 
and  their  relation  to  the  subdivision  show  plainly. 
The  general  situation  with  reference  to  location, 
points  of  interest,  transportation  facilities,  and 
other  items  of  interest  to  possible  purchasers  of 
Cherry  Hill  homesites  is  vividly  pictured. 

The  radio  has  been  much  used  for  real  estate  ad- 
vertising. It  can  be  used  for  educational  purposes 
or  for  indirect  advertising.  For  example,  a  high- 
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class  musical  concert,  given  from  the  Garland 
Heights  Addition,  might,  indirectly,  convey  the  im- 
pression that  this  subdivision  was  a  high-class 
neighborhood  and  a  desirable  home  district. 

The  government  has  frowned  on  using  the  radio 
for  bold  advertising,  and  rightfully  so.  If  all  broad- 
casting stations  were  to  be  turned  over  to  straight 
advertising  they  soon  would  lose  their  value.  In 
using  it  for  real  estate  advertising  this  should  be 
borne  in  mind. 

Blotters,  calendars,  theatre  programs,  and  adver- 
tising novelties  are  of  questionable  value  to  real 
estate.  With  some  possible  exceptions  the  money 
can  be  used  to  better  advantage  in  the  newspapers 
or  in  follow  up  mail  campaigns  to  strengthen  the 
newspaper  appeals. 


CHAPTER  VIII 

PREPARATION   OF  COPY CORRECTION   MARKS TYPE 

FACES 

In  the  preparation  of  copy  the  typewriter  should 
be  used  whenever  possible,  for  the  reason  that  most 
handwriting  is  difficult  to  read. 

In  planning  the  layout,  due  regard  must  be  given 
the  fact  that  type  cannot  be  squeezed  like  rubber 
nor  extended  at  will.  An  advertiser  can  better  visu- 
alize the  final  appearance  of  his  advertisement  if 
he  uses  layout  paper  of  the  same  size  as  the  space 
to  be  occupied. 

If  familiar  with  type  and  type  families  the  adver- 
tiser should  specify  them,  but  if  not  it  is  better  to 
give  the  printer  a  general  idea  of  the  comparative 
size  desired  and  depend  upon  him  to  set  it  up  prop- 
erly. Cooperation  with  the  printer  will  aid  materi- 
ally in  getting  desired  results. 

Copy  should  be  pasted,  not  pinned  or  clipped. 
All  typewritten  copy  should  be  double  or  triple 
spaced,  and  only  one  side  of  the  paper  used. 

"Yellow  sheets"  should  never  be  used  in  prep- 
aration of  copy.  Most  printers  unfortunately 
must  work  by  artificial  light  and  it  is  a  strain  on 
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the  eyes  to  read  from  yellow  paper  under  artificial 
light. 

In  use  of  cuts  it  should  be  remembered  that  the 
cut  is  fastened  onto  a  cut  block  and  space  must  be 
left  for  the  block. 

If  a  photograph,  cut  or  drawing  is  to  be  reduced 
its  dimensions  may  be  determined  as  follows : 

Bisect  the  rectangle  into  two  right-angled  tri- 
angles, as  indicated  by  drawing.  Measure  desired 
length  of  photograph,  as  reduced,  along  base  line 
of  rectangle.  The  other  dimension  of  the  reduced 
photograph  will  be  the  perpendicular  distance  from 
the  point  indicated  on  the  base  line  to  the  hypoten- 
use of  the  triangle. 


Frequently  a  photograph  may  be  trimmed  with- 
out injuring  its  advertising  value.  When  it  is  nec- 
essary to  economize  on  space  or  shape  to  limited 
dimensions  this  should  be  considered  first  before 
undertaking  the  reduction  above  described. 


A  page  from  the  instruction  book  of  the  Kansas  City  Star 
on  planning  a  layout. 


Vhis  i«  tkc  Incorrect  war  to  turn  ID  layout  at* 
copy.  Hera  the  copy  Is  crowded  Into  a,  small 
(pact  ao  that  the  printer  bu  a  difficult  time 
In  mating  It  out.  Too.  be  DM  no  idea  wbat. 
sixe  space  to  leave  for  cut  Tbis  sort  of  ar- 
rangement alao  makea  trouble  for  Ue  compos- 
Ing  room  wber.  ad  la  large  and  copy  has  to  be 
cut  and  distributed  to  aeTeral  machines. 


This  U  the  correct  way  to  turn  in  copy  and 
layout.  Heading  Indicate*  about  alae  of  dis- 
play wanted,  apace  tor  rat  U  plalaly  marked, 
copy  Is  typed  and  double  spaced  to  leave  room 
for  corrections  and  for  cutting  wbeg  necessary. 
Copy  sbonld  always  be  sent  up  on  aeparate 
paper,  typed  wb«r«  possible  and  always  keyed 


piece  goes.  Headings  and  sub-headings  should 
be  shown  on  separate  line.  Style  and  site  of 
border  wanted  tbould  always  be  specified. 


77*1?  . 

House  or 


'£909  Main 


•E  2200 


W«  ta>«  ud»  a  special  atudy  of  intarlor 
\  dscopatisna  and  aro  pl«Md  to  hair*  jou 
yinipect  our  curtains  and  dnp«ri«s  io  the 
,JM 

RaJdn-.Ti  Apartoent  Rottl 
911  'oloea 

kMr.C.O.jon«e,b-uld«r  and  ofnar 

the  hotil  haa  arrwged  to 
'haifthrt*  of  thrroow  fumiahti 

coopUtelj  and  tUi»  ar»  no*  ap*B 

Tor  Ufptctlon. 
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dimes, 


World's  Biggest  Newpaper" 


Proofreaders'  Marks 

A  LTHOUGH  THE  TIMES  endeavors  "to  send  corrected 
f\  proofs  to  advertisers,  there  are  occasions  when  the  large. 
amount  of  advertising  received  at  a  late  hour  makes  this  im- 
possible. Herewith  are  shown  the  marks  in  general  use 
which  will  prove  useful  in  marking  proofs  correctly. 


X 

Change  bad  letter 

/N 

Inferior  figure 

Jl 

Push  down  space 

Cor] 

Move  over 

9 

Turn  over 

(?) 

Query 

ft 

Take  out  (dele) 

Vui,3<. 

Out,  see  copy 

A 

Left  out;  insert 

a 

Em  quad  space 

/  '/ 

One-em   dash 

J9BT 

Insert  space 

9~^t 

V 

Even  spacing 

/-£/ 

Two-em  dash 

Less  space 

q 

Paragraph 

2 

Close  up  entirely 

N0q 

No  paragraph 

n 

Raise 

w-f. 

Wrong  font 

i—  j 

Lower 

•*•••* 

Let  it  stand 

Line  up;  make  the  lines 

^tefc 

Let  it  stand 

even  with  other  mat- 
ter 

fr. 

Transpose 

*/ 

Straighten   lines 

Caps 

Capital  letters 
Capital  letters 

© 

Period 

5.C 

Small  caps 

>/ 

Comma 

Small  caps 

© 

Colon 

/.c 

Lower  case 

y 

Semicolon 

/^a/ 

Italics 

^ 

Apostrophe 

Italics 

w 

Quotation 

^r 

Bold  face 

j,  / 

Hyphen 

rvi/iA/i" 

o 

Spell  out 

= 

Bold  face  caps 

sJx 

Superior  figure 

Ram. 

Roman 
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Games, 

's  Biggest  Newspaper" 


Borders 

Suitable  for  advertisements  two  or  more  columns  wide. 


*  * 

4t  4- 

*  NO.  173  J 


\^^yi^>Mi££J*^^H£*3^ 


No.  159 


No.  181 


No.  172 
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CHAPTER  IX 

CLASSIFIED   ADVERTISING ILLUSTRATIONS 

DISCUSSIONS 

The  effectiveness  of  classified  advertising  depends 
much  upon  the  choice  of  medium.  The  newspaper 
should  be  favored  which  keeps  its  columns  free  from 
untruthful  or  questionable  advertising  and  news. 
Confidence  and  respect  for  a  newspaper  usually 
mean  confidence  and  respect  for  its  advertisements. 

The  newspaper  that  restricts  use  of  black-face 
type  in  its  classified  columns  and  maintains  a  pleas- 
ing gray  tone  to  its  page  usually  is  preferred  over 
one  that  presents  a  spotted,  muddy  or  disorderly 
appearance.  Contrast  can  be  obtained  and  indi- 
vidual advertisements  emphasized  without  destroy- 
ing this  pleasing  appearance  of  the  page  or  the 
section. 

Reproduction  of  a  portion  of  an  excellent  page  of 
classified  real  estate  advertising  is  shown  on  page 
60.  It  will  be  noted  that  display  effects  are  obtained 
by  large  type  and  generous  use  of  white  space. 
Also  contrasting  type  faces  lend  emphasis  to  some 
of  the  advertisements  which  dominate  their  col- 
umns. A  black  page  effect  is  avoided,  however,  by 
use  of  open  face  display  type. 
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RESIDENCES,    'APART 


v  -what       every 
weke  'merchant 
best    avail-- 
tion    for    him. 


AI/  OFFERINGS 


sjed  Restaurant 
t>-  Soon  Available 


e  Store  Room 
Retail  Corner 

wnto.wn 
Street  Entrance 

to  ground  floor  room.) 


Room  —  Early 
ssion 


SINESS   CENTER 
Opportunity  to 


ffi&fiPbiMn, 


,  Ft.   Floor  Space 

Corner  in  City's 
etail   Section 


THE  KANSAS  CITY  STAK, 


WANTED  TO  RENT. 


'same' district.'     W abash   1915. 

WANTED— Spice   In  downtown   businfs 
"   phonojrr«Ph    repair   shop;'  prefer    12t 

dress  B.  486  SUr.     '      • : 

PRIVATE    caraeo    in    neiehborhood    of  ;43d   ,and 
Campbell ;    elve    tall    information.      Address    B. 

FURNISHED  Apartment — 5  pedrooras:  good  neigh- 
borhood,   or   furnished:'  house,   oil  .beat.    Address 

B.  _88_Star. 1 _ 

FIVE  or  6-room  modern' toue»  wltn  iraraire:  south- 
west :    reliable   and    bes^  of   care.     Address    B, 

W A~NTED— Kitchenette  apartment  or  housekeeping 
rooms;  northeast;  two  adults.     Address- B,  2C8 
Star.  -  -  ' __ - 


C<o>. 


til*    floor,    auto   Mtranc« 
55.    sacrifice    nneiplred    tern. 
0,'beat    furnished. 
5B.    steara    lieat. 
4    stores,    new    $40. 
65,  hlsh  crade   location. 
3  stores,   lowest  rent.  


ter  If  suitable:  give  full  description  tn  firs 
tter  and  distance  to  school,  market  and  good 
>ad.  '  A.  J.  Ciston.  110r>  North  ;1 8th,  E.  C.,  K. 

JbY   experienced    farmers,    80    to    125    acres,    some 
pasture.  '  fruit.'    good     Improvements:     close  \  to 

school,  within  SO  to  75  miles  of  Kansas  City :  best 

references.    .  Address   Frank   Tarter.    Route   No.    6. 

Wichita,   Kas. •'      •  '. - 

CNTED  Farm  to  Rent — 20.0  to  400  acres:  have 
>oen  on'  present  fnrm  of  3GO  acres  la»T  five 
irs;_best_pf  refej-ences.  Address  A.  000  Star. 

iTARM    or    dairy,    on >  BO-BO-  basis;    near    Kansai 
City :     by     experienced     farmer.       M.    .0.     StiUi, 

6448   Wornall   road.      Jackson  2304. 

WANT    to    rent    farm,    80    to    100    acres:    train 
rent:    reasonable   disUuce    to    Kansas   City.      O. 


OR     6-ROOM     furnUBed  'ap«rtn|pnt ; 

gouth   of  aist. Hyde   Part   0?65.   '  .     ' 

WANTED — A  drne  store  location 


PROPERTY 


PROPERTy 
« 


BENT,    LBASD 

OR 
MANAGE 

PROPERTY 

«.IN   ANT 

SART   Of 
HEATER 

KANSAS   CITY 

SJMONDa  "INVi 
410    Dwigbt    nidjr.  Mai 

.  /  &6  Years  In  K.  C.  

SEAL  BS'TATE.  RENTALS.  INSURANCE. 

•We   ho*e   a    fully    equipped   rental    dciwrtrtleDt: 
rill  mske  your  propwty   pay.     Call 
PIONEER  _TRUS.T_.COMPA 


^^gwSJ^g^1 ' 

Grand  Arenue  at  Tenth 

TTarrUon    3449.'   ..^ — 

JN'F'MONEY— 8   PE1 


HYDE    RENTAL   AGENCY 
"Can    make   your  property    *>»" 

"^58!"  *?*r3n&. 

USB  TUB  TELEPHONE. 
Harrison    1200    and    telephone :  yonr    want 


...i\s    zuu     U-W- 
?U-    furnlnh*.!:     -fine 
~.\'l   srentlemen    or 

^""rcoms.  adjoin- 
change-  for  house- 


decorated 
Valentine 


'  v»tne  avtw! 

I'.v    furnished    at    40th 

''1-   Vaknline  419(U 

'          rk  .401 
.  i 

,,|   4134. 


v-.eplng  rooms;   mod 

U . oping    rooms  ;    rriT 
hed;    Quindaro   oar. 


urnished   rooms 
iesota 

"  for   light   lousek 
nodern  ;  gnragc. 


Strictly    modern,    fur- 

c  h~?or'"tio  u  se  ke  e  p  fngT 
trietly   modern.    CJ'J3 


R^BO.Utl^ 

furnished   kitchen". 
K.    rooms    aroornt    ,vir>; 

'iiiiit-.-tliijTliousekeep^ing 
\ie  houie.   for 


- 

da  ugh  let  a« 
vorklun  ;    lady    keep 

Give  full   Inform 
1478    8tnr. 


uud  4,  want2 
^ing  rooms  with  prl- 
;ion  and  details.  A" 

r~and~gB  raire"~J  n 
_       MI  pie;    no    other 

55  Charlotte. • 

nild    like    room    ln~prt~ 
preferred.       Ad 


KNflKTH.    W'.~5T8— "De7frab"lo    4-room    modern 
;iartiiient  :.  private  entrance _;  clor*  in;  $30. 
TWENTY-FIRST.     W.     81T— l-ronm     aoartimmts. 
$13  and  $14  :  water  furnished.     Hyd«  Park  4897. 
TWENTY-SIXTH     East    1062— 5  room'  apartment 
1   block  Troojt  'car:   steam   heat;   $45  and    $50.' 

TWENTY?-gEVE^TH.nE.  '403— 5-roora   apartment 
electric     lights :     hardwood     floors     and     bath; 
$32.60       Inquire   2783   Glllhara   road;  Janitor. 


TWENTY-EIGHTH  STREET.  EAST  901-03 
Five,    lartrp,    oelightfnl    rooms  '  In    n<>tr 
building.      See.    or    rin<r    Main    0161    for 
auto  nnpointmrnt. 

FDnGASON-SIMONDS  INV.  CO. 
50  Years  la  K.  C. 


TWENTY-EIGHTH.  E.  615 — Five  rooms  and  bath; 
_nejvly_ck>eorntcd :   hardwood  floors:  porcheg.  $40. 
WA'SHINGTON.    2520 — 4    rooms    upstairs;    water. 
-4ight   and   gan.  _•'  r    _  .       •        -      - 

\V A I5HINWTO N .     1S29— 2d     FIoM\     4    >ooms  '  amt 

bfith:   bargain  nt  S30.      Harrison   1432. 

WllTrflFTR.    402.    M Vt"h~Tn^l  'Oak)^-15    T'ooms:"3 

_bathsf;.  heat  furnished;  $100._Ajrentu_Maln_7J5". 

WY/CNDOTTE.     1414— 2d     floor;      modern     C-rooin 

apartment:  stoye  beat;  will  do  necessary  deeorat- 

F*C.   SHARON  RRAL  ESTATE  CO. Main  485r>. 

WTANnOTTE.    2f»3i— Cozy   apartmeTItT^ascTnable 
to  quiet  tenants;   hot  water  heat.     Hyde  Park 

3005. 


WYA'NDOTTE.    3035— For  colored:  upper  duplex; 
ca«  and  electric  Uchts:  $20.     Hyde  Park 


2736  Charlotte. 


Ocen   PorchCB. 

•  Beautiful  Nelehhorhoort. 

Convenient    to    4    Car    Ltnw. 


-»-ROO 
IN—  W 


. 
CLOSE    IN—  WALKING     DISTANCE    OB- 

UNION   DEPOT. 
2010  Cherry  —  Second  floor:  steam  heat:  hot  and 
cold-watc'r:  Jnnltor:  onk  nn4  whito  enamel  finish; 


rental    rato 


J.    BAER  *   CO.      MAIN   8236. 

27  SHTTS  OO"ST. 
•Ick,    suite    roof;    14    r«om«,    2    baths: 


PORTER.  HALL  &  PORTF.R.    HARRISON  218g. 
15-ROOM    house:    2    baths:    hot    wntcr    heat:    «a- 
rago  :  arranged -In   kitchenette!" :  close  to  station: 
onlv  *85  a  month.      Ilvdft  fnrk 


'bo tli": :    trood  "location:    $16    per    month    and    up, 

Inoi:ire  1S04   Washington.  .  t  .» 

2TROOM    Bteam    beated    hote 


M    steam    bcatprt    hotel.    SIOO.      ?01    South- 
iivrt;      Phone  T"'pfi1,.W.  Turru    nnrHann    12*".?. 


C-Toom  >unjJioy-3,   snnwe 
6-room  hxfee^trictly  mode 
atsliaw.     Harriso 


-rf 

wUU    children    are    welrm 

Hilanrt  B386_or_Mnwoo«-l   70 

FIFTEENTH    ST..    Ei.    2510 

•wnter  paid. Call,  Ben  ton 

FTFTEE'NTH.    E.    4301  H.  - 

apartment,  cheap:   will 

ated:   will  arrange  to  si 

FIFTEENTH.    E.    fi032-lo, 

_Jiif_nt:   $20.50. Call   Mr,!r| 

FIFTEENTH.    B.    1804— Sc. 
2    baths;    t85 ;    heat    Air 


FOREST.    2444— 1>-  room 

for  boarders.      Harrison.  0 
FOREST.    3019   KLn   Tyre)- 


FS 


REST.  2508 — 2-room  «l 
.hot  and  cold  water;  KH 
line..  Delaware  3173. 


FOREST.    8005— First  "f 

vacant :    7    rooms.    3    b 

heat     Owner.  JHyde  Par!; 

OUSTEPNTH.  |R-  2&04-: 
—^—^        FOURTEENTH 


4-room     apnrtm 
writer:   furnUhrd.      See  clfi 
FREiMONT.      1509— 4-room 

except  beat ;   hot  and   ccl 
at_dryg-vHls   store.   6403   B 
GAHFIKLD.   404— Two. 
^strl  ct  1  y_m  ed  e  r n^__ 
GARFIELD.  8030— Secc 

newly   decorate<i_B_nd_palD 
GARt-IELD.     1213— 4-room 

newly   decorated :    $45.    or 
1a  nl  tor  •orcnJML'nflor_Ili?l 


GARNER^  «22«— Rented"*! 
heat,     electric     lights : 

M 
la 


TT 

mtaide  rooms: 


IJAMMbND.  '  88U-Good    < 
(JnraKe:     reasonable:     adi 

en<T5iJ__^I_e.lro?e_5708^Iv 

flARDESTY.    030— Beautifi! 
.     cipncy    annrtraenU;    steal 
HarrhiorLSjm^,^ 
HIGHLAND.     29th— Beet-he 
comfortable ;     save    money 
utiful    new    3-room    effl 
-iSO.     Lin  wood 
241 


rootn    c 


Hm- 

"  Vn.".rent  reasonahle  :   gara 
fiOWAltn.   2207—6  rooms. 

eonalle;  free  gt-nt  till  J«n 
HO^VA'RD.    2003WColored  : 

^^m^^" 
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Two  advertisements  clearly  dominate  the  space 
shown  on  page  61.  Use  of  white  space,  large  type 
and  attractive  typography  produce  the  result. 

From  the  standpoint  of  attracting  attention  the 


.    convenient 

tione  West  End  1046-J. 


furnished  completJ 
«g;  lights,  gas  and  \va 
of  2. 


-Nicely  furnished  i 
/ights,  gas  and  water 


7 — Furnished   rooms   com 


ire      irpstal 
nd    entrance, 
k   1951. 


nlshed  2   large  dellcht- 
,    adjoining    bath,    also 


) — One  furnished  room 
housekeeping;  modern 
emlock  1662-J. 


15 — 2  nice,   connecting 
lights,       water    and 
K_e  If  desired:   ',.,  block 
6523-J. 


dern  completely  fur- 
usekeeping  rooms;  gas 
rees,  $6  week.  4121 


>TH  ST.— 3  large  un- 
rooms;  lights- nnd  \va- 
e  family;  reasonable. 


nfurnished  rooms  tc 
ter  furnished,  $17.50. 
•al  Park. 


csirable    rooms,     large 
gai-age,     adults.     4301 


as  to  couple.     T-964. 


room  and  kitchenette; 
alt  conveniences;  rea- 
after  6:30  p.  m.  Eus- 
ng'day. 


—   Booms   furnished   ot 
.    46th   St.    Call   Wood 


unfurnished  room*,  >/5 
;  phone,  lights,  water 
th.  Call  Main  3636-W. 


Macke   B.    E.   &   Ins.  .Go., 


NORWOOD — 5-room  apartment  In  duplex  bun- 
galow;  $42.50.      2S04  'N.    14th    Ave. 


NORWOOD— 4-roora     unfurnished     apartmen 
convenient    to    cars,    hot    water,    light,    heat 
and    telephone:    garage.        Hemlock 


BOEBUCK      TERRACE— Unfurnished"     3 
downstairs    apartment    for    the    Summer    or 
pi-rmanc.ntly.     Call  Woodlawn  37S-J. 


OUTH  HIGHLANDS — An  apartment' of  2  or 
3  rooms,  furnished;  first  .floor;  to  adults- 
references 'exchanged.  1014  S.  13th  St. 


SOUTH   .HIGHLANDS— 


FOE   RENT 


On«  lovely  B-roora  apa'rfment  In  Han- 
over  Court,  .shades,  gas  stove,  heat, 
cold  and  hot  water~nnd  Janitor  serv- 
ice furnished.  Price  -  $.90  per  month. 

4-room  apartment.  Dian  Apartments, 
$SO  per  month. 


A.    GAMBILL    REALTY    CO. 
JIAIM   8' 


SOUTH    HIGHLANDS — I    and    5-room     apart- 
ments   just    completed:    built-in    bath    and 


IOUTH  HIGHLANDS— Modern  6-room  apart, 
ment.  Thfi  Albert,  15th  Ave.  and  14th,  St. 
Pclce  $65.  Main  8880. 


HOUSES  FOR  RENT 


ACIPCO— For    rent.    6-room    bungalow.    Call 
Hemlock    3:>9-J. 


NSLEY — We  have  several  nice  locations  for 
reat;  priced  from  $1G  month  up.  Cole-Gra- 
.  1919  Ave.  E.  Ensley  1024 


I-'AIKVIEW— $50  month  gets  a  large  corner 
2-story  bojne  near  car  and  school.  Ingram 
I-ind  Co.,  Main  634B.  414^  N.  20th  St. 


.FOR  RENT 

Most  desirable  retail   location   In  th» 
citj'.   Possession   Oct.,  1. 

^w.  B.IS.MITH;  R.  E.  &  INS.  co. 

REALTORS. 

112  N.  2IST  ST.'  MAIN  3285. 

Member  of  Multiple  Listing   System. 


MOVING 


77A 


5R   CO.— To  b^ 
m°T'i 


leave    here  •  accou 
sacrifice    for    a   <julek| 
biggest   bargain  on 
the    first    to    see   me. 
Mr.  'Montgomery, 
&   Ins.   Co..   2124  1st  Av<. 


SOUTH  HIGHJLANDS— A 

galow,     facing  .  east    on 
hardwood   floom,   furnace 
neighborhood;  sacrifice  for 
cash,  and  then  $50  per  mo 

•  venient    to    the   Aciin-o    can  "1 
tomorrow.      Call    Main    6355:" 

.   227-8  First  National  Bank  Hid 


SOUTH  HIGHLANDS— 2-stc 

era  bungalow.  13tli  St.  7, 
$50  montn,  E'born  Realty 
Ave.  Main  8173. 


"SOUTH       HIGHLANDS — Corner" 
room    residence.    12th    Ave.; 
cash.   $50  month.     Etxtrn-Keti 
1st  Ave.     Main   8173.  - 


WEST  END— For  sale 
1802  •  Lee  Ave.,  •  G-rooo 
corner  lot;  shade  and"  frui 
from  car  line  and  highway  ai 
$£.600. 


WOODLAWN— Brand-new  and/ 
In;  6  lovely  rooms  a 
hardwood  .floors  throughout 
low  is  modern  to  the  tninuv 
gain  for  sale  by  owner.  &31i 
Woodlawn  617-3. 


WOOD  LAWN— $200  cash,   $25 
this  6-room  hom«  xm   60th  St, 
Uitionf   price    $2,850.      Call 
lard-Bufficgton  Realty  Co., 
Bldg. . 


iVYLAM— 3-room  house, 
vard;  lot  S0xt85;  nice  locati 
$250  cash,  balance  $20  per  1 
gage  on  this  property.  R.  \ 
1>.  F.  Falrcloth.  619  19tl 
Phone  Knsley  10S1. 


WEST  1XND— A.  beautiful  lo] 
broad  street  with  all  strei 
paid  for.  This  Is  one  of  tU 
iu  West  End  for  a  h*ue  fo 
$750.  Mr.  Montgomery,  wit 
It.  E.  &  Ins.  Co..  -Z13-  ' 
Huln  7085. ' 

SEE  rts  before  buying  your 
have'  what    you    want    or    wj| 
you."    U.     N.    James    H. 
Let   us   write   yoar   insurat 
Bldg.,    Main   4448. 


WE  specialize  in  the  selling 
R.  E.  &  Inv.  Co.,  Realtors,^ 
Multiple  Listing  System,  J 
It  ,  It's  good.  Nelson's 

.  Ave.,   Main   2433. 


An  unusually  fine  2-st 
good    neighborhood  .con^ 
line  and  school,  on  an  el 
lot.     Hardwood  finish  tf 
the  very  best  condition.' 
tures.      Big   basement, 
servant  house.     Owner  n| 
other      town      will      eei, 
$6.760     on     unusually  ea1 
good    people.      Don't    nils* 
house    at    the   bargain    prJ 
Dryden.   witb.  „., 


CLASSIFIED  ADVERTISEMENTS 


advertisement  of  A.  A.  Gambill  Realty  Company 
and  W.  B.  Smith  Real  Estate  and  Insurance  Com- 
pany have  greater  power  than  those  in  the  surround- 
ing space.  The  Smith  advertisement,  however, 
could  have  been  improved  in  text,  if  more  specific 
information  had  been  given.  As  it  stands,  it  is 
vague  and  lacks  the  definite  appeal  considered  so 
necessarv  in  classi- 


fied advertising. 


BRICK  BUNGALOW. 

NEW  HAPPY  HOLLOW  ADDITION. 

SEVEN   ROOltS. 

Large  living-room  with  fire- 
place, French  doors  leading  to 
sunroom.  tiled  bath,  built-in 
breakfast  nobk,  cabinets,  etc. 

Hidden  stairway  to  large  bed- 
room on  second  floor.  Full 
basement,  double,  garage  and 
driveway,  1a'rgex  lot. 

Price.  $12.000;  about  $5.000 
cash  to  handle, 

A.   P./TUKEY   &   SON, 
JA   4223.  620  1st  Nat.  Bk.  Bldg. 


An  excellent  ex- 
ample of  classified 
advertising. 
Proper  display  ef- 
fect is  obtained 
through  use  of 
white  space,  and 
important  features  are  emphasized  by  the  paragraph 
arrangement. 

A  direct  appeal  is 
made  to  bodily  comfort 
in  depicting  the  fire- 
place in  a  large  living 
room,  with  the  sun 
room  adjacent.  "Large 
lot,"  double  garage" 
and  description  of  con- 
veniences add  force  to  this  appeal. 


LET—APARTMENTS— 


BLASDEL  ARMS 


ast    nooks    in 
Unusual    closet 
Sunshine. 


lflf  :  windows. 
spare. 


Singles,   Doubles   and   Bachelor. 
711    8.    BAMPART  .'BLVD. 


A  good  classified  advertisement  which  depends 


66  REAL  ESTATE  ADVERTISING 

entirely  upon  suggestion.     Its  appeal  is  to  bodily 

ease  and  comfort. 

The  principal  appeal  is  to  pride  in  ownership. 

Use  of  the  words  "magnificent"  and  "wonderful" 

in  the  headlines  could 
be  improved  upon,  but 
as  a  whole  the  adver- 


NEAR  RTH   AND  ARDKN  BLVD. 
MAONTFTCETNT  WILSHIRK  HOME 
WONQKRFCL  .WINDSOR  SQUARE  2-story' 

10-room  »esidencfc<  of  true  English  archi- 
tecture *dth  frontline  slat*  roof.  Beau- 
tiful leaded  gifts*  windows.  Spacious 

.„     tisement      should     be 

solid  mahogany.  Breakfast  room,  kltch- 
«iV.T/lth  snow-white  tilo  wall*.  4  mas- 
ter bedroom*.  2  til  tile  bathrooms  with 
ehowere.  THJ3  HOME  MUST  BE  SOLD. 
Real  .  bargains  don't  last  lor  " 
it  today.  516  8.  ARDEN  BL1 


. 

tiful  leaded  gifts*  windows.  Spacious 
cent*r  hall.  Living  room  17*80.  large 
dining  room  and  library  all  finished  in 


LVD1. 


successful. 

In  spite  of  its  length 
the  advertisement  be- 


cuss  price  and  term*  with  V.  L.  M6- ' 
CARTY,  684  3.  WE^TKRX,  M9-818  > 
—  ' —  H»m_5«t«ad_e«43..- 

low  is  not  too  wordy. 
The  caption  attracts  attention  immediately,  and  the 
text,  beginning  with  the  first  three  words,  holds 
the  reader's  attention  all  the  way  to  the  point  where 
action  is  suggested. 
This  advertisement 


r»r»nfQinc 


A  GENTLEMAN'S    COUNTRY   ESTATE. 

In  the  F'OOTSIi-LS,  7.  miles  from 
L.  A.  is  oiie  of  thfe  rtirtgt  beautiful 
small  estates  in  the  Southland.  Com- 
manding a  sleeping  view  of  tallay  and 
mountain,  find  yet  on  a  pared  'thro 
highway,  one  mile  from  a  beautiful  city 
of  50,000.  There  i»  4  wonderful  palul 
driteway  Of  400  fc6t  leading  up  to  the 
Tery  modem  home -oft  this  property.  A 
gentle  grades  No  climbing.  LCT*!J 
grounds.  Fiah  pond.  Avoccoocs  4  banana 
tree's  never  touched  by  fros-t.  Aboto  the 
fogs.  Garatfd  for  gix  car*  with  4  rooms 
above.  Stable  for  hofs<*.  Own  puftping 
plant  &  water.  Children'*  *flaygto<und. 
Crape  arbor.  Obs^rvatton  -lower.  " 


appeals  to  pride  in 
ownership,  love  of  out- 
doors, and  parental 
emotions. 

Frequently  adver- 
tisers declare  that  a 
view  is  "magnificent/' 
forgetting  that  most 
buyers  require  more 
than  the  advertiser's  judgment.  It  is  more  effective 
to  tell  why  a  view  is  "magnificent,"  as  has  been  done 
in  this  advertisement. 


acres  In  all,  with  two  -acf^s  in  'fine 
orangrea,  The  -front  of  thi«:  -property  can 
easily  be  atibdivided,  Je>yifl<r  the  horn? 
&  the  grounds  strictly-  private.  THIS 
PROPERTY  HAS  TO  BB  SjJEN.  Pictures 
will  be  tent  to  your  home  At  request.  If 
yon  are  at  all  interested  call  £HA»>A. 
MASH.  302  L*ughlin  Bid*.  VJL  ft741< 
B«J.  GR.  3073. 
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BATHING 

I  know  it  isn't  the  season  for  swimming,  but 
it  is  the  time  of  the  year  to  be  thinking  of 
your  summer  home. 

A  cottage  site,  with  lake  shore  front,  sur- 
rounded by  9  acres  of  parks  and  recreational 
grounds,  in  a  colony  of  splendid  neighbors,  with 
a  little  home  of  your  own,  designed  during  the 
winter  months,  would  be  a  delightful  refuge 
in  the  hot  days  next  summer. 

Take  the  Grover  Highway  to  Lakewood.  Ask 
at  office  for  plat  of  lake  frontage. 


The  caption  arouses  the  curiosity  of  the  reader 
sufficiently  to  stimulate  a  reading  of  the  advertise- 
ment. This  advertisement  should  be  successful 
through  its  association  of  ideas,  its  appeal  to  love 
of  outdoors  and  the  suggestion  to  the  reader  that 
he  buy  a  lot,  design  and  build  his  own  summer  home. 


REAL  ESTATE  FOR  RENT 

wMMy 

us 


Watch 


Sunday's  Paper  for 
an  Announcement  in 


w\ 

in  # 


An  example  of 
successful  appeal 
to  curiosity,  and 
ingenuity  in  clas- 
sified advertising. 
The  check  mark 
is  an  ingenious 
device  for  focus- 
ing the  eye  on  the 
advertisement, 
and  the  wording  is  a  patent  invitation  to  the 
curious.  The  announcement  mentioned  to  follow 
should  be  doubly  effective  if  it  carries  the  same 
check  mark,  thus  utilizing  repetition  as  an  aid  to 
memory. 


:  Vacant  Property 
I.  B.  Remtyspn,-  Realtor 

Mr5  Carohdelet  St.' 
Main  21  or  2149 
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These  advertisements  are  faulty  because  they  are 
printed  in  all  capital  letters  of  the  same  size.    The 


California 
February  2 1st 


--»»«    NOW.      WRITE    FOR    FULL    INFOKMA 


.&> 


'*?»!«?*& 


W« 


extreme  uniformity  of  the  type  makes  the  advertise- 
ments monotonous  in  appearance  and  reading  them 

causes  an  eye 
strain  that  is  ex- 
tremely unpleas- 


HJE; SMI&ES 
SAYS  "MY 

YOU,.  TOQ»   CAN   SMILJE 

by  spending  your  Christmas  in  a  new  home, 
which  ran  bo  had  for  as  \evr  as  8200  down 


on  a  pew  4  rni. 

BUNGALOW 

4nd  1^00  down,  on  a  now  5  or  6  rm. 
BUNGALOW. 

Bal.  like  rent'.    AH  new  and  modern.    Tour 
opportunity.     Act  quick. 


Real  Est.  imp.  Co., 

2   S,   19th-av.,    Maywood.1 
BuiWen  oj  Better  Home*, 


Use  of  a  timely 
topic  to  hold  in- 
terest in  the  text. 
The  associated 
ideas  of  smiles,  Christmas  and  a  bungalow  are 
pleasant  and  put  the  reader  in  a  happy  frame  of 
mind  and  a  receptive  mood. 


ant. 
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Examples  of  general  advertising  in  classified  col- 
umns.   This  reinforces  specific  advertising  and  has 


MONEY    TO    LEND 

Improved  commercial  and  residential  DPOD- 
«rty  in  city  of  New  Orleans  and 
throughout  the  states  of  Louisiana  and 
Mississippi.  Prompt  action,  reasonable 

""MEYER   ErSE'MA'N.    Realtor 
MORTGAGE     LOAN     DEPARTMENT 

819   UNION  'ST. 
NEW  .ORLEANS.    LA. 


for  its  purpose  impressing  upon  the  public  mind  the 
name  and  character  of  business  of  an  individual 


concern. 


VACANT. 


C, 


Trees. 

.     Winding  Drive*. 
Ther  Cjiorrn    of    Open   Country. 
60  to  75-foot  frontages. 
$30   to   $40   per   foot. 
2-§tory   or   bungalow 


Meyer  Circle.  Ward  Parkwajr  at  Mejer  Bird. 
Jacksoa  2411. 


An  excellent  classified  advertisement.  It  has 
great  attention  compelling  value  and  is  cleverly 
worded.  It  depends  entirely  on  love  of  outdoors. 
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It  is  typographically  good  and  avoids  a  top-heavy 
effect  by  using  large  type  in  the  signature  line  and 
pyramid  arrangement  of  type. 


22fOOO  Sq.  Ft. 

T90  complete  floors,  for  Immediate 
l»o»a*asion.  Modern  building,  100% 
•imnkler,  low  insurance,  all  light, 
clfivator,  steam  heat.  Brokers  pro- 
lected.  Partos  Healty  Corp.,  100  W, 
SJst  St.  Phonu  Watkins  60^8.'" 


OFFICES' 


42nd  St. 

11  0-1 12-1 14  WEST 

FEB.  1,  1915— 

Third  Floor,   £5,00:  seet. 


Fourth  Floor,   3,900  Feet. 

Fourth  'Floor,       990  Feet. 

Fifth  Floors          690  Feet. 

Sixth  Floor,          230  Feet. 
THE  JAMES  McCREERV 
REALTY  CORPORATION 


Use  of  border  as  a  means  of  emphasizing  a  classi- 
fied advertisement  permitted  by  many  newspapers. 
One  example  is  a  plain  rule  border.  The  other 
shows  a  broken  border,  which  is  usually  very  effec- 
tive in  any  form  of  advertising. 


TO  R15NT--OI  'PICKS  AND  "SHOPS. 
Centra*.; 


Tribune  Tower 

Is 


Only  elevor^  floors  [33  to  231  are 
pein?  offered  to..  tenants  and  manr; 
leases  have  already  been  mad-*.  Since. 
Tribune  Tower  :.  will  be  occu^iod;  in 
April.  1025.  no.w  ts  the  lime  to  >  as- 
sure ,  yourself  a.  ptyco  in  this  unique 

If  your  address  is  Tribune  To^er  men 
of  intellig«nc3  and  culture  thrbu&ho.it, 
the  entire  •  world  will  •  need  jnly  to 
hear  or  re>l  it  to  call  up  a  vision 
•Of  beauty  "'dignity,  and  etrcnsth. 

booklet-;  containing     full     'uformation, 
r    Pten»,:^«t<;..  '  ohooe,  CENtral    01QO    or 


HOt-MfeS  'ONDERDONK, 

jManagrer  Tribup^  Tower. 
.1203   Union  Tfuet   Buildinr. 

7  :s>?  Dearborn-st;,  Chicago.. 


BUSINESS  OPPOKTUNITY^ 
An  Excellent, ,  Investment. 

New  badness  property  of  brick,  with  lime- 
stone front  -  .constrttetion,  carrying  a  B-yenT 
lease  with  an  averasre  yearly  rental  of  $2,200. 
Tenant  makes .  all  inside  repairs  and  carries 
plate  glass  insurance. ..  This  property  has  no 
otyer  expenses? '  other  than  taxes  and  fire  in- 
surance. Located  on  finest  thoroughfare  of 
Washington,  where  there  is  aut  established 
and  Increasing  demand  for  business  property. 
The  price  is  $22.500. 

If  you  are  interested  and  want  further  d«- 
tallH.  call  .. 

SHANNON  &  LUCHS,  INC., 

718  I4th  St-N.W.      Main  2345 

12     ' 
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Classified  advertisements  dealing  with  two  phases 
of  the  real  estate  business — property  management 
and  brokerage.  (See  page  71.)  In  the  first  in- 
stance, immediate  action  is  suggested,  because 
space  is  being  taken  rapidly  and  an  appeal  is  made 
to  pride  in  ownership  in  the  second  paragraph. 
The  investment  advertisement  effectively  suggests 
profit  with  safety. 


CHAPTER  X 

REAL  ESTATE  FINANCE  AND  SECURITIES MORTGAGES 

Real  estate  advertising  must  perform  a  double 
function  for  the  broker. 

Contact  must  be  established  with  the  seller  as  well 
as  the  buyer. 

This  principle  holds  true  in  advertising  involving 
real  estate  finance  and  securities.  General  adver- 
tising, a  sample  of  which  is  shown  in  the  illustra- 
tions of  classified  advertising,  and  letters  sent  to 
persons  having  loans  about  to  expire  usually  bring 
some  results  from  those  who  desire  to  borrow. 
Many  real  estate  financing  concerns  make  it  a  policy 
to  carry  several  small  advertisements  scattered 
through  the  "want  ad"  section  of  the  paper  calling 
attention  to  the  fact  that  they  have  money  to  lend. 
In  this  kind  of  advertising,  particularly,  continuous 
repetition  is  necessary. 

Usually  a  borrower  postpones  the  act  until  the 
last  possible  moment.  When  the  application  for  a 
loan  is  made,  immediate  action  is  the  thing  desired. 
Also  borrowers  detest  "red  tape."  Therefore  the 
advertiser  who  emphasizes  service  and  reduction  to 
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a  minimum  of  disagreeable  details  should  get  a  re- 
sponse from  the  borrower. 

Suggestions  why  a  person  is  justified  in  going 
into  debt  and  general  educational  advertising  on  the 
use  of  credit  and  how  to  borrow  attract. 

The  lender  is  looking  for  a  substantial  income, 
and  unquestioned  security.  The  integrity  of  the 
loan  broker  also  is  of  great  concern  to  the  lender, 
for  he  must  be  sure  that  his  money  is  in  safe  hands. 

Some  banks  and  financial  institutions,  such  as 
trust  and  mortgage  companies,  have  for  years  used 
a  style  of  architecture  in  their  buildings  intended  to 
establish  in  the  public  mind  the  proper  sense  of  se- 
curity. For  the  most  part,  these  buildings  have 
been  massive,  dignified  fortress-like  structures 
which  might  be  naturally  associated  with  ideas  of 
safety. 

These  buildings  impress  some  persons  as  forbid- 
ding and  cold.  Consequently,  in  recent  years,  a 
decided  departure  from  this  idea  is  noted  and  many 
financial  concerns  are  careful  to  make  their  build- 
ings inviting,  even  at  the  possible  sacrifice  of  some 
of  the  old  dignity.  They  emphasize  security  in 
other  ways. 

Both  systems  have  produced  results.  So  it  has 
been  in  financial  advertising. 

It  has  been  the  custom  largely  of  mortgage  and 
finance  concerns  to  confine  their  advertising  to  dig- 
nified announcements  without  utilizing  "atmos- 


;6  REAL  ESTATE  ADVERTISING 

phere"  or  human  interest  appeals.  These  have  been 
productive.  Others  are  building  on  appeals  to  hu- 
man emotions  and  desires  and  with  big  results. 
They  have  adopted  a  cordial  invitational  style  that 
attracts  many  who  do  not  respond  to  the  austere 
advertisements. 

A  definite  program  is  advocated  by  most  loan 
brokers.  Appeals  for  money  and  advertisements 
to  borrowers  are  most  successful  when  made  sepa- 
rately. If  the  dignified  conservative  type  is  fa- 
vored, the  campaign  should  be  followed  through  on 
that  basis.  If  the  campaign  is  founded  on  the 
emotional  appeal  it  should  not  be  interspersed  with 
advertisements  of  the  other  type.  An  advertising 
style  has  a  definite  value.  It  is  disconcerting  to  find 
it  completely  altered  and  an  advertiser  may  lose 
much  of  the  value  of  a  campaign  by  so  doing.  It  is 
advisable  to  vary  the  copy,  but  a  continuity  of 
thought  and  style  should  exist  in  order  to  get  the 
cumulative  value  of  a  campaign. 

A  collection  of  real  estate  financing  advertise- 
ments by  successful  companies,  in  which  various 
methods  are  employed  is  shown  on  pages  77  and  79. 
All  have  good  attention  attracting  qualities,  and  all 
have  proved  their  value  by  getting  results.  They 
are,  however,  plain  "notices"  or  "announcements." 
No  effort  is  made  to  appeal  to  any  of  the  human 
desires.  This  style  means  that  constant  repetition 
is  necessary. 


Twenty  Years  of  Faithful  Investment  Service 


On  Savings 
and  Time 

Certificates 

in  Amounts 

$100 

to 

$10,000.00 


Earnings  for  Our  Shareholders  Over  $44'0,000.00. 
Paid  Capital,  Surplus  and  Profits,  $1,110,000.00, 

MERCHANTS  SAVINGS 

AND  LOAN  ASSOCIATION 

ARTHUR  PELS,  Secretary 
1010 'Baltimore  Avenue 
ti round 


Make  Your 

Savings 

Earn 


Make  that  ambition  to  bare  more  money 
come  true.  It  will  surprise  you  bow  quickly 
0  per  cent  dirldends.  compounded  ternl- 
nnnually.  grow.  Betla  now->-$l  opens  an 
account. 

For  37  Years 

TVE  HAVK  PAID  6  PER  CENT  OR  MORI3 
ON  SAVINGS  WITHOUT  .A  LOSS  TO  AN 
INVBStOn.  HAVING  PAID  OVER  A  HALF 
MILLION  DOLLARS  Ht  DIVIDENDS.  No 
expense  la  opening  or  wlthdr»wlD«  an  ac- 
count. 

SAVE   AND    BB    SECURE   IN 

The  Benefit  Building  and 
*  Loan  Association 

928  Baltimore  Ave.,  Ground  Floor. 
Wright   Smith.   Pres.     L.   F.   Nelxon.   Sec'y. 


Anchor 

Savings 

and  Loan 

Association 

S«nd  your  check  for 
a  Full  Paid  or  Pre- 
paid Certificate,  net- 
ting 


6Z 


From 
Date 


Ask    for    circular    de- 
scribing the  five  plans 
of  the  Anchor,  some  of 
which  pay  6Y2.%. 

DIRECTORS 

A.     P.     NICHOLS.     Prei. 
WALTER  F.  PAGE.  Secy. 

Resources  $1,253,000.00 
921  Walnut  St.   (Ground  Floor) 


&?&?*****   -  Vielor<*70. 


INVEST  IN  OUR 

7% 

FIRST  MORTGAGE 
GOLD  BONDS 

Secured  on  Highly  Improved  In- 
come-Producing  Kansas  City,  Mo., 
Real  Estate.  - 

Convenient  Amounts 
$100  $500  $1,000 

Choice  of  Maturities 
6  Months  to  5  Years 
Collections  and   Service  to  Invest- 
ors Without  Charge. 

Arthur  Pels 

Real  Estate  Mortgage  Co. 

1010  Baltimore  Aye. 
(Never  a  Loss  to  Any  Investor" 
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THE    RAINY    DAY    ACCOUNT 


NHEEDED  often,  forgotten  for 
the  most  part,  frequently  lying 
idle  for  years  and  years,  this 
account  is  assuredly  one  of  the 
mostblessedof'TheGoodThingsofLife." 
There  are  men  who  ride  along  on  the 
crest  of  good  fortune.  •  Their  children  are 
showered  with  gifts,  their. wives  are  com- 
fortable and  happy,  their  homes  are  the 
delight  of  the  family.  But  beyond  this—?- 
Other  men  there  arc  who  live  frugally, 
spend  with  caution,  are  wisely  conserva- 
tive, hopeful  of  continuous  prosperity 
yet  mindful  of  a  possible  shifting  of 
fortune.  These  mea  are  ready  to  span 
the  stormy  ocean  of  calamity  with  wise 


accumulations^  and  for  these  men,  this 
pot  of  gold  at  the  end  of  the  rainbow 
which  betokens  the  passing  of  the  storfn, 
is  indeed  a  blessing. 

Much  as  we  dislike  such  thoughts, 
every  man  should  for  the  sake  of  his  wife, 
his  children,  and  his  home,  in  times  which 
the  smile  of  prosperity  is  brightest,  hold 
a  thought  for  the  time  when  the  hours 
may  become  crowded  with  adversity. 

A.  carefully'  planned  budget,  placing 
at  regular  intervals  a  small  surplus  in 
Real  Estate  First  Mortgage  Bonds  builds 
the  structure  of  one  of  "The  Good  Things 
of  Life,**  This  then  becomes"  a  means 
of  escape,  a  safeguard,  a  blessing  truly. 


Baird  and  Warner  Helps  the  Rainy  Day  Account 
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IS  YOUR  MONEY  EARNING  6% 

IS  it  invested  where  it  will  always  be  worth  100  cents  on  the  dollar?       If  not.  we  offer  you  a  6%  Investment— 
An  Investment  that  is  absolutely  Gilt-Edge,  and  always  worth  what  you  pay  for  it-An  Investment  secured 
by  First  Mortgage  on  modern  Apartments  -Located  at  5727-573)  and  5737  Kingsbury  Blvd..  and  on  the  North 
E»st  cornet  of  McPherson  and  Laurel,  both  in  Washington  Heights  and  wuhm  a  short  distance  of  Forest  Park. 
You  can  invest  $100.00  or  mote  in  Multiple,  of  $100.00  at  6"<  interest,  payable  semi-annually. 

WE  RECOMMEND  THESE  NOTES  AS  A  SAFE,  CONSERVATIVE  INVESTMENT. 


New.  Modem  6  (.trul 
,h.  !<,.„.     Total  i»ue,  »I2. 

69,  ,„,«„«,  payable 


5727  -57)1  -  57)7  Kinttburv  Blvd 
each  building  rennni  for  H680  00  a  vrar- Wotrh  mot. 
on  each  bulldlni.     Denomination.  J  1(10.  $500  ind  11000.    All  l 


,  E»i  Comer  McPhTion  .nj  L.UF«| 

lUdint  re-mine  for  SI  2.000  i  veir  -  Worth  mote  than  double  the  total 
a  $?00  and  »IOOO.      All  due  and  payable  April  15th.  1926  — 


Each  note  is  Certified  by  the  Recorder  of  Deeds  as  being  the  Note  secured  bv  the  Deed  of  Trust. 


REAL  ESTATE  FINANCE  AND  SECURITIES 


The  page  from 
"The  Good  Things  of 
Life,"  a  booklet,  is- 
sued by  a  real  estate 
mortgage  concern  (see 
page  81),  is  an  ex- 
ample of  a  popular 
type  of  finance  adver- 
tising. It  departs  en- 
tirely from  the  ultra 
conservative  sort  of 
copy  and  makes  a 
direct  emotional  ap- 
peal that  should  bring 
returns.  It  is  high 
class  copy. 

A  very  effective 
manner  of  visualizing 
to  the  lender  the  safety 
of  his  investment  is 
shown  in  the  Dough- 
erty Real  Estate  Com- 
pany advertisement. 
(See  page  83.)  This 
advertisement  puts  the 
security  before  his 
eyes  so  that  he  may 
feel  amply  protected. 
The  advertisement  is 


Why  Shrewd  Investors 

prefer  these  7%  Bonds 

BECAUSE  they  are  absolutely  safe, 
because  they  afford  the  largest  re- 
turn of  any  high  grade  security 
and  because  they  do*  not  fluctuate  in 
value,  these  first  mortgage  7%  bonds, 
issued  by  the  South's  Oldest  Mortgage 
Investment    House,    are    preferred    by 
shrewd  investors  in  every  section  of  the 
country. 

Behind  Adair  Protected  Bonds  is  58 
years'  active  association  with  the  growth 
and  development  of  real  estate  in  South- 
ern cities,  58  years'  cumulative  experi- 
ence in  making  first  mortgages  without 
loss  to  a  single  investor. 


The  high  character  of  Adair  1 


backed  by  the  reputation  of  this  strong  com- 
pany, which  is  generally  recognized  as  the  fore* 
most  authority  upon  Southern  Real  Estate 
values  and  conditions,  has  met  with  the  ap- 
proval of  banks,  insurance  companies  and  trus- 
tees as  well  as  individual  investors, 

ADAIR 

REALTY& TRUST  CO 

Established  1865 
Healey  Bldg.,  Atlanta 


Fret  Booklet  Explain* 

Send  for  this 'booklet 
which  will  enable  you 
to  select  your  invest- 

•        «*  Bt 


ADAIR  REALTV  &  TRUST  Co. 
Dept.  I-l,  Healey  Bldg.,  Atlanta,  Ga. 
Gentlemen: 

Please  send  me  without  obligation  your  book- 
let, "How  to  Judge  Southern  Mortgage  SptuU." 


Addrett. 

at,... 
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dignified,   frank,  conservative  and  should  be  con- 
fidence winning. 

An  unusually  clever  magazine  advertisement  on 
real  estate  financing  is  that  of  Adair  Realty  &  Trust 
Co.  (See  page  85.)  Attention  is  attracted  by  the 
art  work  and  design.  Interest  is  aroused  in  the  7%. 
return.  The  fact  that  shrewd  investors  favor  these 
securities  tends  to  create  a  desire  for  them.  "Fifty- 
eight  years'  experience  without  a  loss  to  the  in- 
vestor" establishes  confidence  and  the  coupon  sug- 
gests that  the  reader  act  immediately  by  signing  his 
name  and  sending  to  the  advertiser  for  the  free 
booklet. 

Inserts  for  direct  by  mail  use.  (See  page  87.) 
These  are  printed  on  different  colored  stock  for 
contrast  and  each  emphasizes  in  a  slightly  differ- 
ent manner  investment  opportunity.  One  circular 
"Your  Business  and  Our  Business"  injects  the  ele- 
ment of  curiosity  into  the  series. 

More  elaborate  booklets  emphasizing  the  same 
idea  but  employing  association  of  ideas  to  assist 
are  pictured  on  the  opposite  page.  The  National 
Capitol  is  a  symbol  of  the  confidence  and  trust  of 
the  American  people  and  this  thought  is  effective 
when  associated  with  investments.  The  text  rea- 
sons out  the  whole  proposition  with  the  reader. 


'- 


f 
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CHAPTER  XI 

BROKER  ADVERTISING PROPERTY  MANAGEMENT 

This  subject  has  two  phases.  The  first  deals 
with  methods  a  broker  must  employ  to  attract  busi- 
ness to  him  and  the  second  has  to  do  with  putting 
his  properties  on  the  market. 

The  first  usually  is  general  advertising  and  seeks 
to  establish  favorably  the  name  of  the  concern  and 
the  class  of  business  handled.  The  second  is  spe- 
cific advertising  dealing  with  definite  business  build- 
ings or  apartments. 

There  are  many  complexities  in  general  broker 
advertising.  This  is  because  of  the  many  aspects 
of  the  business.  The  broker  must  create  confidence 
in  his  institution.  This  may  be  accomplished  in 
several  ways;  for  example,  by  testimonials  from 
customers,  advertising  results  accomplished,  and 
giving  publicity  to  the  organization  personnel. 

Specific  properties,  which  may  be  anything  from 
home  sites  to  office  buildings,  must  be  marketed. 
Other  activities  include  property  management, 
leases,  insurance,  and  loans. 

Two  ever  present  questions  must  be  answered: 

"How  can  I  own  my  home?" 

"How  can  I  make  money  in  real  estate?" 
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The  examples  given  in  this  chapter  have  been 
selected  because  they  illustrate  many  different  as- 
pects of  the  broker's  advertising  problem. 

Every  sort  of  medium  is  used.  Many  methods 
are  successful. 

General  in  type,  the  advertisement  of  W.  Ross 
Campbell  is  artistic,  well  balanced,  confidence  in- 
spiring and  very  likely  not  only  to  attract  attention 
but  to  hold  the  interest  of  the  reader.  ( See  page  91 .) 

The  key  line,  "Let's  discuss  it,"  is  balanced  by 
the  identification,  "W.  Ross  Campbell  Co."  It  is  a 
friendly  suggestion.  Although  this  is  exclusively  a 
business  property  advertisement,  the  appeal  to  love 
of  home  is  made  in  copy.  It  is  pride  of  ownership 
that  stimulates  the  desire  for  a  business  home. 
This  copy  not  only  suggests  a  "home"  for  the  read- 
er's business  but  demonstrates  W.  Ross  Campbell's 
faith  in  owning  his  business  "home"  by  showing  a 
picture  of  the  structure. 


The  C.  Robert  Peter  example  of  general  adver- 
tising is  extreme.  By  virtue  of  design,  it  has  the 
power  to  attract  attention.  The  focal  point,  pro- 
vided in  the  photograph  of  the  head  of  the  concern 
and  the  gradually  increasing  size  of  letters  in 
the  name,  holds  the  interest  at  least  momentarily. 
The  advertisement  as  a  whole,  however,  is  some- 
what bizzare,  and  not  so  well  suited  to  newspaper 
space  as  a  more  conservative  treatment  of  the 


For    Over    19    Years 

'NOTHING    BUT   BUSINESS   PROPERTIES* 


LET'S  DISCUSS  IT— 

We  Conduct 

an 
Analytical  Research 

Before 
Suggesting  a  Home 

for 
Your  Business 

or 
Industry 

"WE  HAVE  THE  FACTS" 


Safe 


712-14  So- Spring  Sc 

OUR 

.In  the  heart  oTUie^^i*!  < 

S-SSS- 

ASK  ANY  BUSINESS  MAN  OW  BANKER 
LOS  ANGELES.  U.  S.  A. 
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same    ingenious    idea    would    have    been.      (See 
page  93.)  

If  a  real  estate  concern  is  so  trustworthy  and 
handles  so  much  property  that  its  check  to  the  col- 
lector of  taxes  amounts  to  more  than  $300,000.00 
it  seems  as  though  that  would  be  a  safe  concern  to 
trust  with  any  property.  This  certainly  inspires 
confidence  and  by  indirect  suggestion  creates  an 
"atmosphere"  of  dependability  and  integrity  that 
nothing  else  can  quite  achieve.  Color  is  used  for 
emphasis.  (See  colored  insert  facing  page  94.) 

This  also  is  a  good  example  of  making  an  adver- 
tising medium  of  the  check.  Receiving  money 
always  is  a  pleasant  operation.  Let  the  check  then 
carry  a  business  message  to  the  recipient,  for  it  will 
be  before  him  at  a  time  when  he  is  in  a  pleasant 
frame  of  mind.  If  the  message  registers,  those 
pleasant  thoughts  later  may  be  turned  into  actual 
profits. 


The  Confer  "double-page  spread"  in  the  sepia 
tone  popular  in  the  photo-gelatin  process  frequently 
called  photogravure,  more  than  paid  for  itself  the 
day  after  its  publication.  (See  page  97.)  The 
business  came  in  an  unexpected  manner.  A  reader 
placed  his  entire  insurance  account  with  the  adver- 
tiser after  seeing  this  display,  although  the  word 
"insurance"  appears  only  once  in  the  copy  and  is 
only  incidental.  The  advertisement,  however,  was 
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run  when  many  persons  were  complaining  of  hard 
times  and  poor  business.  The  customer  said  when 
turning  over  his  account  to  this  concern:  "Any 
institution  that  has  confidence  in  itself  and  is 
optimistic  enough  to  run  an  advertisement  of  that 
size  and  character  is  the  sort  of  concern  I  wish  to 
handle  my  business.  You  cannot  have  prosperity 
unless  you  think  prosperity." 

This  advertisement  is  cleverly  designed.  The  sil- 
houette map  of  the  United  States,  associated  with 
thoughts  of  home  and  every  variety  of  outdoor 
sport  to  be  found  in  America,  suggests  that  home 
life  in  Minneapolis  offers  everything  in  the  way  of 
recreation  that  any  city  in  the  United  States  could 
provide.  This  is  a  distinct  appeal  to  love  of  out- 
doors. The  text  offers  the  lure  of  moderate  specu- 
lation. 

The  specific  appeal  is  perfected  by  individual 
home  offerings  that  are  in  keeping  with  the  dignity 
and  character  of  the  whole  advertisement.  This  is 
an  example  of  broker's  advertising  containing 
forceful  general,  specific  and  institutional  features. 


Borders  and  designs  may  be  ingeniously  devised 
to  attract  attention.  Here  are  two  examples. 

Huberth  and  Huberth  demonstrate  considerable 
skill  in  presenting  two  distinct  properties  in  ex- 
ceptionally few  words.  There  is  an  appeal  to  pride 
and  enough  specific  information  is  given  to  produce 
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inquiries.     It  is  solely  a  specific  property  offering. 
(See  below.) 

Thoens  &  Flaunlacher,  Inc.,  by  means  of  the 
border  design  and  trade  mark  emphasize  "real  es- 
tate service."  This  is  an  ingenious  method  of  pre- 
senting general  advertising  in  connection  with  a 


* 


SERVICE      (Jf;  HEAL 


LOFTS 

FOR  RENT 

48x90.  100%  sprinkiered. 

Low  insurance  fates. 
3  elevators.  Electric  power* 

Will  «ubdi vide. 
Manufacturing. 

151-53  W.  19th  St. 

Immediate  »nd 
February  I  it  Poucu  ion 


15 
East 

STORE 

18.9x100 

FLOORS' 

43x90 


West 

STORE 

25x100' 

LOFTS 

25x90 


For  Select  Tenants 

Very   Light.      Thoroughly    Modern 

HUBERTS d?  HUBERTH 
^         ?  Columbus  Circle. 


special  offering.  The  expression  "real  estate  serv- 
ice" is  vague  and  could  be  bettered  by  use  of  more 
definite  terms  designating  the  kind  of  service  of- 
fered, such  as  "property  management/'  or  "busi- 
ness leases." 


R.  W.  Bralton  &  Company  appeals  to  the  pros- 
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pective  investor.  (See  page  101.)  To  attract  at- 
tention an  unusual  design  is  employed.  The  prop- 
erty is  visualized  by  means  of  the  photograph  and 
in  this  way  the  person  may  see  for  himself  the 
security  back  of  his  investment.  The  copy  illus- 
trates numbering  items  as  a  means  of  emphasis. 


Good  educational  advertising  by  a  broker  is  a 
circular  reproduced  on  page  103,  It  suggests  that 
persons  in  all  walks  of  life  may  become  wealthy 
through  real  estate  purchases. 

So,  why  not  the  reader ! 

Such  a  circular  would  be  splendid  reinforcement 
to  an  offering  of  a  specific  property  sent  in  the  same 
enclosure. 


Two  advertisements  built  on  the  same  principle 
of  appealing  to  the  speculative  impulse,  and  mar- 
keting the  same  class  of  real  estate  are  shown  on 
pages  105  and  107. 

Each  advertisement  effectively  employs  the  fac- 
simile signature  to  attract  attention  and  each  fol- 
lows the  theory  of  reasoning  out  the  situation  with 
the  reader. 

Each  is  an  appeal  to  the  deliberate  thinker  and  to 
the  person  who  studies  real  estate  and  investments 
generally. 


—IS  THE  KIND 
OF  PROPERTY  THAT 
PAYS  AN  INCOME  FOR  LIFE 

ONE  DOZEN  REASONS  WHY: 

1  Corner  lot  62.10x174  feet 

2  Centrally  located 

3  63  rooms.  (Completely  furnished) t  all  outside 

4  Modern  conveniences 

5  Brick,  alone  in  this  building  is  appraised  at 
more  than  $74,000 

6  Lot  alone  is  worth  over  $35,000 

7  Income  $8,400  per  year,  with  a  fine  possibility 
for  a  large  increase 

8  Pays  a  good  net  return, 

9  A  small  cash  payment  will  handle  this 

10  Year  leases  to  responsible  tenants 

11  Lessee  takes  care  of  all  repairs 

12  This  property  should  double  in  value  within 
the  next  five  years 

For  Further  Information,  See 

R.  W.  Bratton  &  Company 

313  Fourth  Avenue.  North.          Realtors  Phone  M.,n  444 
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LAND  IS  THE  SOURCE 
OF  ALL  WEALTH 

The  late  Marshall  Field,  in  an  address  on  "How  to 
Become  Wealthy"  said:  "Buying  real  estate  is  not 
the  best  way,  the  quickest  way  or  the  safest  way, 
but  the  only  way  to  become  wealthy". 


AMASSES  530,000 

IN  THIRTY  YEARS 

ASAMOTORMAN 


St.  Louis'  Richest  Car  Employe 
Made  Money  in  Real  Es- 
tate Investments. 


TELLS    HOW    HE    SAVED 


Henry  W.  Dnemeyer  Says  First 

$500  Was  Hardest  to 

Accumulate. 


Co.    ha«   dls- 


not  only  Is  perhaps 
the  number,  but  also 
the  School  Board  1, 


In     celebration     of     Ibis     employe'! 

mini't  *ndwhi|chahe'VMSld1c!.  'the  ££- 
p^ITy.  1n"\he  forthcoming  Issue  of  Its 
monthly  ••Bulletin."  «  magazine  de- 
voted to  the  imprest!  of  employes. 

ways." 

l^JcSElr  I'^il, 

SzSiS^*1^1*  ™* 

Estimates  Wealth  at  $30.00a 


tution  In  which  he  formerly  was  a 
director,  and  the  Wellston  School 
Board  is  the  one  In  which  he  Is  DOW 

A      Post-Dispatch      reporter      today 

isss?  enToTThV  &&&  •£. on  the 

"When  I  went  to  work  in  1(87  on 
the  old  St.  Louis  and  Western  cable 
line,  which  ran  from  Sixth  and  Locust 
streets  to  Thirty-ninth  and  Morgan 

up^for'  my  'uniform  "and    badji?"  Phi 


h,U'!n"e   n1°r.  STwJS 


years  I  was  a  grocery  clerk  and  a 
night  watchman,  and  then  I  got  the 

Thrift  regular  hours  for  sleep  and 
work,  temperate  habits,  a  contented 
mind,  nnd  a  good  wife — these  are  the 
things  that  Motorman  Dnemeyer  says 

Cl *VyU;Sfe"  and  I  made  a  few  n»ea. 

""-We*  save^ve'rV  pe'Jny^w"  cotld 
I  was  making  19  cents  an  hour  then 

m*g  *aboute  10  hours*  a  ^ay*"  ItW°was 
awfully  hard  saving  the  first  $500 
But  finally  we  got  It. 


n  .      six    mon 

it  for  1450  profit.  We 
then  followed  that  Idea— to  let  one 
piece  of  ground  pay  for  another.  Now 
I  own  two  double  fiats  and  a  cottaffe 
in  St.  Louis,  and  three  houses  In  the 


For  every  million  Marshall  Field  had  invested  in  mer- 
chandise he  had  two  millions  invested  in  real  estate. 


JOSEPH  DARST  REALTY  CO. 


105  North  Eighth  St 
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When  Grover  Cleveland  was  President  Lots  on  Queens 

Boulevard,  in  Jamaica  sold  for  $150.  each. 

Today,  they  are  valued  at  $5,000. 

And  many  men  who  voted  for,  or  against,  Grover  Cleveland  failed  to  take  the  time  and  'rouble,  or 
lacked  the  foresight,  to  buy  a  few  of  these  lots  at  the  low  prices  they  brought  at  Public  Auctton  in  1 888. 
'Since  that  time  the  City's  fastest  and  finest  transit  facilities  have  been  extended  to  the  heart  of 
Jamaica,  which  now  is  the  fuorth  busiest  Railroad  Center  in  the  United  States.  Population,  homes 
and  business  builders  have  followed,  and  Jamaica  to-day  is  a  new  "Brooklyn"  in  the  itiaking. 
To-day  a  plot  200x140  «t  Queens  Boulevard  and  Hillside  Avenue  is  valued  at  $200,000  by  its  own- 
ers, who  have  refused  $125,000.  Ten  years  ago  this  plot  could  have  been  purchased  for  $10,000. 
At  the  sale  held  in  1888  lots  in  the  same  vicinity,  on  Queens  Boulevard,  went  begging  at  $100  to 
$150  each,  while  Hillside  Ave.  lots,  now  valued  at  $10.800  each,  were  sold  with  difficulty  at  $250 
each. 

Think  of  these  cold,  hard  facts  when  you  motor  out  to  Queen*' Boulevard  and  stop  at  Hillside  Ave- 
nue— at  Jamaica'*  busy  "Four  Corners" — to  look  at 

Brairwood  Estates 


Queens  Boulevard 

BORO.  OF  QUEENS,  CITY  OF  NEW  YORK 

through  to  Parsons  Boulevard  and  Grand  Central  Parkway,  on  both  sides  of  the  new  Briarwood 
Boulevard.  Queens  Boulevard  Station  -of  Fuhon  Street-Jamair^ji  "L,"  at  5-«nt  fare  to  all  parts  of 
New  York,  is  near. 

678  Jamaica  Lots 

to  be  sold  separately  at 

PUBLIC  AUCTION 

On  Premises,  2  P.  M.,  Rain  or  Shine 

Decoration  Day,  May  30th,  and  Saturday,  May  31st 

Easy  Terms  Title  Policies  Free 

CEO.  L.  HARVEY,  Atty.,  162  Remsen  St.,  Brooklyn 


67  Liberty  Street 
New  York  City 


SEND  FOR  BOOKMAP 

Cortlandt  0744 
Telephone 
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A  Propnecy  and 
An  Opportunity 

Tbe."Magic-MiIe"qf  Sixty-third  Street  Betw^e* 
Troost  Avenue  ajid  Brookside  Boulevard 


ago  48-foot  comers  at  Eleventh  and  Wa 


Today  the  southwest  corner  of  Eleventh  aud  Walnut  iTundet  Je*ie  based 
on  ground  valuatioo,  of  »20}000.00  per  from  foot. ', 
VTithm  the  life  of  thousand*  of  people  resident  here  die  junction  of 
Eleventh  and  Walnut  street*  6W  become  the  retail  center  of  a  gnu  city 
^-a  city  still  young  in  the -world '6  measure  of  time 


The  automobile  has  consented  t&e'old  business  districts. 

The  automobile  has  brought  near  the  outlying  traffic  ways  ind  i 
'.•enters. 


SOUTH  MAIN.  SOUTH  BROADWAY,  SOVTH  TROOST  have  had  big 
advances  In  properly  values  the  last  three  years.. 

The  sante  is  true  of  LIN  WOOD  and   ARMOUR   BOULEVARDS,    of 
McOEE    TRAFFIC    WAY  and  GILLHAM  ROAD. 


BECAUSE  »hey  are  natural  arteries  for  constantly  increa/dnj  traffic. 
and  it  is  traffic  and  numbers  of  passing  people  that  m«i.  nine*  in  real 

What  it  True. of  the.  Traffic  Ways  "Jtiat  Named 
Will  Be  True  of  Sixty -Third  Street..  Between- 
k'A  and  BrooJwide"  Boulevard"" 


nECACSE  Riity.th.rd  street,  recently  widened  to  width  of  80  fe«t,  !• 
the  natural  cist  and  west  traffic  artery  for  all  of  that  fiat  residence  sec- 
non  bet»-wn  Forty-seventh  street  on  the  north  and  Se»*nty-third  itrwt 
on  the  south. 

BECACRE  S'nty.third  street  wilfbe  the  principal  tKoroughfare,  the  id- 
rriiablc  shopping  and  buslutss  centur.  the  in»in  south  cros»-to*ii  way  be- 
tvorn  s»ope  Park,  the  Country  Club  district,  Million  Hills,  Indian  Hill, 
.inj  the  eastern  part  of  Johnson  County,  Kansas. 
1JECAUSE  Siity-third  street  before  long  will  have  a  crow-town  car  line. 

BECAUSE  the  future  of  Siity-third  itnet  ii  urored  in  lie  destiny  of 
Kansas  City  itself 


It  you  wfald  profit  by  Investment  la  real  estate.  Kccpt  t  pertoatf 

suggestion. 

Kuuril  trtlrie  *tys  In  m  growing  city  »re  tb»  netrett  tporofch 
to  f  "sure  shot." 

I  Can  Sell  You  Today  Business  Corners  on  Sixty- 
third  Street  for  the  Price  of  Cheap  Residence  Lots 

Comers  in  the  "Magic  Mile."  between  froost  avenue  and  Brookside  bontevard—  and  I'm 
uondi-ring  if  there  are  »  few  investors  in  Kansas  City  with  sense.  -»iiion  and  neno 
enough  to  buy  them.  The  prices  authorized  are.  absurd,  in  the  light  of  -the  futuri. 

I'M  your  head.    Don't  regret  Investment  opportunities  that  have  passed. 
This  Is  no  time  for  watchful  waiting. 


taken  quickly  bj-  the 


"  who  happen  along.   No  information  by  tel 

<£^^ 


Realtor 

709*  Republic  Building 
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The  Howard  E.  Huselton  advertisement  might 
offhand  be  criticized  because  the  wording  in  one  or 
two  places  is  so  strong  that  it  might  arouse  anger. 

'his  advertisement,  however,  was  designed  for  a 
specific  purpose.  It  was  made  to  awaken  a  drowsy 
buying  public.  It  was  written  with  the  thought  that 
arousing  even  anger  was  better  than  permitting 
complete  unconsciousness  to  endure. 

The  market  was  stubborn  and  the  broker  talked 

to  his  readers  just  as  he  would  have  talked  face  to 

face  with  a  customer.     If  a  prospect  says  "Your 

>rice  is  too  high/'  or  "The  building  is  weak"  or 

"The  location  is  poor,"  there  is  something  to  talk 

ibout.    It  shows  he  has  considered  the  offering  and 

lat  his  interest  has  been  aroused.     That  sort  of 

>ply  always  provides  an  entering  wedge. 
If  he  merely  says  "I'm  not  interested,"  or  "Don't 
>other  me,"  there  is  nothing  to   stand  on.     The 

desman  is  dismissed. 
It  takes  a  real  shock  to  get  action  in  such  cases 
md  "Investors  with  sense  enough  to  buy"  and  "Use 
four  head"  probably  are  justified  under  such  cir- 
:umstances,  but  not  ordinarily. 
This  advertisement  also  suggests  an  answer  to 

ie  question,  "How  can  I  make  money  in  real  es- 
tate?" in  this  statement:  "If  you  would  profit  by 
investment  in  real  estate,  accept  a  personal  sugges- 
tion. Natural  trafficways  in  a  growing  city  are  the 
nearest  approach  to  a  'sure  shot/  " 


no  REAL  ESTATE  ADVERTISING 

A  broker's  direct  by  mail  appeal  is  reproduced  on 
page  in.  Specially  designed,  cordial  in  tone,  tell- 
ing of  things  that  interest  the  reader,  this  letter  car- 
ries a  personal  message.  The  exterior  and  interior 
views  add  distinction. 

As  indicated  by  the  footnote,  the  letter  is  used 
as  a  vehicle  to  carry  the  message  of  other  home 
offerings,  although  gaining  interest  through  the 
one  feature  electric  home. 


CONFER  BROS. 
REALTORS 

MINNEAPOLIS,  MINNESOTA 


III 


Dear  Polks: 

You  have  Been  the 
wonder/ul  home  labor-saving 
electrical  devices  on  dis- 
play at  expositions  -  -  but 
have  you  ever  seen  these  same 
appliances  -  all  of  them  .that 
American  ingenuity  has  pro- 
duced -  right  in  an  attractive 
home,  ready  for  use? 

If  you  haven't,  you  will  not  want  to  miss 
seeing  the  Model  Electrical  Home  before  it  is  sold. 

This  attractive  home  was  built  by  a  group 
of  local  electrical  firms  as  a  compact,  practical  ex- 
position for  Minneapolis  housewives  to  see. 

They  have  now  placed  it  in  our  hands  for 
sale,  and  aslied  us  to  concentrate.  You  know  what  that 
means.  It  will  go  very  soon. 

Be  sure  to  see  this  electrical  home  while 
it  is  still  open  for  inspection.  Some  of  our  people 
will  be  there  to  show  you  everything,  and  answer  all 
questions.   It  will  be  a  revelation,  we  promise  you. 
The  address  is  3405  Holmes  Avenue  South,  ^^a^fe 


11 


Cordially  yours, 

CONFER  BROS.  ISC. 
f 


&.:.•:.: 


/• 


A  few  of  the  charming  homes  we  now 
have  for  sale  are  shown  on  the  inside  of  this  letter. 


Ill 


CHAPTER  XII 

SUBDIVISION VACANT IMPROVED DISTRICT 

ORNAMENTATION 

Subdivision  advertising  covers  a  wide  range  of 
appeals.  It  employs  every  sort  of  medium  from  cir- 
culars to  the  radio. 

An  advertiser  must  analyze  his  property  before 
putting  on  a  campaign.  In  low  priced  subdivisions 
the  idealistic  appeals  often  are  lost.  In  the  better 
class  properties  cost  often  is  a  secondary  considera- 
tion. 

The  "Dollar  Down"  subdivision  can  hardly  be 
surrounded  by  the  same  "atmosphere"  as  the  ex- 
clusive home  district. 

The  popular  appeals  in  advertising  lesser  priced 
subdivisions  have  been  to  the  saving  and  specula- 
tive emotions.  These  seem  to  produce  the  quickest 
results,  although  appeals  to  the  home  loving  instincts 
are  used  effectively  as  an  added  stimulus. 

Improved  subdivisions  should  sell  "homes,"  not 
houses.  Too  frequently  the  agent  presents  brick, 
mortar,  and  hard  wood  floors  to  his  prospective 
buyers.  As  a  matter  of  fact  they  probably  are 
wanting  to  buy  a  garden  plot,  or  some  friendly 
neighbors,  or  fresh  air.  Perhaps  it  is  the  right  sort 
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of  playmates  for  their  growing  children,  or  winding 
roads  and  rambler  roses,  or  community  spirit  or 
agreeable  church  affiliations  they  wish  to  pur- 
chase. 

"Floors  set  on  joists — 12-inqh    centers,"    and 
"Ideal  heating  plants,"  although  important,  may  be 
far  down  on  the  list  of  items  to  be  investigated  in 
buying  a  "home." 

District  ornamentation  has  unquestioned  adver- 
tising value.  It  is  a  subtle  and  skillful  appeal  to 
pride  in  ownership. 

A  subdivision  takes  on  an  air  of  distinction  when 
its  street  intersections  and  parking  spaces  are  em- 
bellished with  playing  fountains,  Carrara  marble 
statuary,  Italian  well  curbs,  monumental  boulevard 
entrances,  lily  ponds,  reflecting  basins,  sun  dials, 
gazing  globes,  bird  baths,  small  parks  artistically 
landscaped  and  appropriate  markers  for  historic 
spots.  Objects  of  art  both  foreign  and  domestic 
particularly  suggest  the  much  desired  atmosphere 
of  gentility. 

These  features  become  points  of  interest  for  the 
entire  city  and  often  for  out-of-town  visitors.  They 
have  a  definite  news  value  and  their  advent  into  a 
district  will  command  space  in  the  newspapers  that 
money  cannot  buy.  Their  presence  is  conducive  to 
an  esprit  de  corps  among  home  owners  in  the  dis- 
trict that  will  convert  them  into  circulating  adver- 
tisements for  the  subdivision. 

The  "Wavecrest"  advertisement  on  page  115,  is 


Don't  Miss  Thi$—*tbeBiggestSellinff  Event  in  Years!} 


WAVECREST 


NEAR  CARTER  LAKE  CLUB 


346  Lots  Will  Be  Sold  at  Prices  Less  Than  Cost  to  Owners 

$75  to  $245 

A  Few  Slightly,  Higher 

ON  REMARKABLY  EAlSY  TERMS 

$1  Down!  -  $1  a  Week! 

Sale  Opens  Friday  at  10  A.  M. 

And  continues  until  all  lots  are  sold.  Sale  office  on  the  grounds  open  from  10  a.  m.  until  7 
p.  m.  If  you  can't  come  Friday  or  Saturday,  come  Sunday.  Salesmen  on  grounds  all  day 
Friday,  Saturday  and  Sunday. 


Good  Lots  Near  Carter  Lake  Are  Scarce 

In  Carter  Lake  Club  property,  lust  a  stone's  throw 
from.  Wavecrest  Addition,  lota  that  sold  for  $500  ten 
yean  ago  are  now  valued  in  excess  of  $2,000.  Thera 
are  over  100  beuatiful  home*  in  the  club  grounds— 
torn*  costing  as  high  as  $13,000. 

There  Are  a  Great  Many 'People 

who  can't  afford  to  pay  club  dues  but  who  want  a  sum- 
mer  or  all-year  home  near  the  lake.  Wavecrest  Addition 
will  fill  this  need.  It  is  ideally  located,  perfectly  level; 
just  a  few  steps  from  the  lake,  on  car  line,  close  to  a 
new  $26,000  school,  and,  most  important N>f  all,  there  is 
a  perfect,  hard-surfaced  road  (cinder  and  gravel)  run- 
ning from  this  addition  to  16th  and  Locust  Streets,  giv- 
ing perfect  contact  with  the  city  at  all  seasons  of  the 
year.  Just  ten  minutes  by  Ford  to  the  post  office. 


Don't  Wait— Don't  Delay— Buy  Now! 

Next  week  or  next  month  will  te  too  late.  At  our  sale 
of  lots  in  Oliver  Place  (at  21st  and  Locust  Streets,  East 
Omaha)  last  spring  we  sold  156  lots  in  150  minutes 
after  the  sale  opened  and  the  entire  221  lots  by  10 
o'clock  the  next  morning!  Hundreds  of  people  were 
diaappoiuted.  Come  early  and  select  your  lot  -you  can 
build  At  once. 

How  to  Reach  Wavecrest 

By  Street  Car— Take  Sherman  Avenue  car,  transfer  at 
Locust  Street  to  Carter  Lake  car  and  say  "Wavecrest" 
to  the  conductor. 

By  Automobile— Drive  east  on  Locust  Street  from  16th, 
and  follow  the  Carter  Lafce  Club  Boulevard.  Big  red 
arrows  will  point  the  way. 


COME  OUT  RAIN  OR  SHINE 

Hard  surfaced  road  (gravel  and  cinder)  all  the  way  to  Wavecres.t 
BRING  YOUR  DOLLAR  AND  SELECT  YOUR  LOT 


The  Byron  Reed  Co. 


JAckson  2911 


REALTORS 


Agents  (or  Lakeside  land   Co. 


2d  Floor  U.  S.  Nat'l  Bank  Bldg. 


Garden  Plots 

At  Robbinsdale 


'.V.V.V.V.V.V.V.V.V.V.-  .V.V.V.V.V.V.T.Vi 


$25  Down 
$5  a  Month 


Low  Taxes 
Good  Water 
Electricity 
Garden  Soil 
Churches 
Schools 
Stores 
Car  Line 
Bus  Service 


20  minutes 
from  downtown 
Minneapolis 


Start  Your  Chicken  Ranch  or  Plant  Your  Gar- 
den NOW  on  the  finest  soil  in  Hennepin  County. 
Make  your  garden  or  hens  pay  for  your  homesite. 


Quarter  Acres  on  Sale 

$200  eacn  and 


Buy  now  before  the  1924  Advance 


Limited  number  of  sites  left  in 
GLENWOOD  MANOR 
SECOND  ADDITION 

In  Beautiful  Robbinsdale,  where  develoo- 
ment  is  rapid  and  values  advancing. 

ON  PAVED  ROCKFORD  ROAD 

$15  to  $20  provides  finest  water  in  state. 


CQNF 

Three  Offices 
Main  6360 


Drive  Out  Any  Day 

or  take  Robbinsdale 
car,  stop  at  our  branch 
office  at  end  of  car 
line.  See  the  gardens 
—six  blocks  from  end 
of  line. 


BROS. 


OP*' 


Downtown— SCO  Andrus  Bldg. 

Hennepin  and  Lake— Night  call  Main  1545 

Lake  and  Bloomington— Night  call  Main  1519 
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an  example  of  a  recognized  style  of  presenting  low 
cost  subdivisions.  Speculative  possibilities  are 
made  prominent  and  the  intensely  practical  advan- 
tage of  the  subdivision  set  forth  rather  than  the 
idealistic.  

Even  in  advertising  smaller  priced  tracts,  a  pho- 
tograph or  art  work  is  a  valuable  aid.  (See  page 
117.)  In  telling  a  human  interest  story,  a  picture 
will  convey  at  a  glance  what  would  require  a  lengthy 
text  to  say. 

Florence  Field  employs  a  subdivision  "broad- 
side" demonstrating  the  use  of  contrasting  colors  to 
attract  attention.  (See  colored  insert  facing  page 
1 1 8.)  The  plat  is  a  device  to  gain  interest.  The 
human  instinct  to  design  leads  many  to  follow  the 
interesting  paths  on  the  drawing.  After  studying 
the  attractive  picture  in  the  lower  right  hand  corner, 
the  power  of  association  of  ideas  might  intrigue  the 
reader  into  trying  to  visualize  a  similar  home  some- 
where on  the  plat. 

The  real  estate  equivalent  of  the  "house  organ" 
is  the  district  or  community  newspaper,  is  a  direct 
by  mail  device.  (See  page  121.) 

The  Country  Club  District  Bulletin  reproduced  is 
sent  to  all  residents  of  the  district  and  to  a  large 
list  of  prospects.  It  is  filled  with  news  designed  to 
keep  active  the  community  spirit  and  gain  the  in- 
terest of  potential  home  buyers. 
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Preston  Place  at  once  leaps  into  the  range  of 
vision.  The  black  and  white  contrast  is  pronounced, 
yet  softened  by  the  skill  of  the  artist  so  that  the 
whole  is  pleasing  and  has  the  power  to  create  inter- 
est. The  design  has  high  merit.  (See  page  123.) 

The  text  here  is  devoted  largely  to  reasons  why 
the  seller  should  sell.  It  would  have  been  improved 
by  more  cautious  use  of  the  word  "we"  and  a  more 
direct  appeal  to  the  buyer. 

The  last  sentence  in  the  copy  is  clearly  an  appeal 
to  the  buyer  and  is  worthy  of  greater  prominence. 


Any  one  seeing  a  Redskin,  in  red  ink,  with  a 
golf  bag  on  his  arm,  running  at  full  speed  could 
hardly  forget  the  Red  Run  Golf  Subdivision.  (See 
opposite  page.)  The  association  of  ideas  and  the 
use  of  color  on  the  cover  page  of  this  circular  is  an 
excellent  memory  aid. 


An  example  of  ingenuity  in  real  estate  advertis- 
ing is  given  on  page  125.  The  looped  arrow  imme- 
diately attracts  attention  and  successfully  retains 
the  interest  long  enough  to  entice  the  reader  into 
the  high  lights  of  the  reading  matter.  There  is 
danger,  however,  in  subordinating  the  copy  to  the 
device.  Ingenuity  should  be  a  means  to  an  end.  Its 
success  depends  upon  its  ability  not  only  to  attract 
attention  but  to  induce  a  reading  of  the  text. 


Fascinating  art  pages  form  a  booklet  of  genuine 


Close  to  the  New 
200  Foot  Wide 
Woodward  Highway 


Adjoining 

the  Red  Run 

Golf  Club 


The 

Stormfeltz-Lovele 
Company 


D   A    R  D        OF        OUR        A  C   T    1    V    t    T    1    E   S 


T 
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t)e  arp  plpa^^l  -to 
announce  -Hod  ice  are 


-a       sncve     ome   section- 
located  on  Preston  Road  at 
Mocking  Bird  Lane* 

We  are  v-ery  enthusiastic  over 


wju.0    UOO.U.U J.J.U.JL   jyi-operi/y   wnion   is 
already  highly  improved,    restric 
ed  to  briok,    tile  or  stucco  home 
having  every  convenience,    only 
two  blocks  to  Highland  Park  qar 
and  overlooking  Country  Club 
Grounds . 


PRESTON  PLACE  lots  are  150  feet  in 
depth  and  are  to  be  sold  for  less 
than  other  property  in  this  beauti- 
ful location  of  corresponding  value, 

Salesmen  will  .be  on  the  ground  this 
afternoon.  Select  a  lot  today.  We* 
will  show  you  how  to  build  your  own 
home  with  a  small  amount  of  cash. 


123 


—Buck' 

Better  Built  Bungalows 


Open  Sunday 

3  to  5  P.  M. 


See  tmr  Model  Home  -at  1520  ' 
avenue.  Three  other  Homes,  all  different 
plans.  Fireplaces,  bookcases,  tile  baths, 
built-in  tubs,  pedestal  lavatories,  built-in 
kitchens,  breakfast  tables,  broom  cupboard, 
canopy  over  gas  stove.  Pressed  brick  foun- 
dation and  fireplace  ;  7-inch  steel  I-beam,  2x 
10  joists;  '$65  allowance  for  light  fixtures; 
windows  shades,  cement  walks.  Price 
$6.850.  Terms.  Come  out  today  ! 


D.  £.  Buck  &  Co. 


742  Omaha  Nat'l 


JA-2000 
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If    If 


129 
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charm  depicting  Coral  Gables,  of  Miami,  Florida. 
(See  page  127.)  Devoted  entirely  to  creating  "at- 
mosphere," this  book  makes  a  powerful  appeal 
through  association  of  ideas.  It  offers  no  specific 
home  or  home  site. 

An  interesting  sample  from  the  subdivision 
booklet  advertising  Massachusetts  Avenue  Park 
of  Washington,  D.  C.  (See  page  129.)  "Front 
elevations,"  and  "brick  and  mortar"  are  not  sold 
by  this  booklet.  It  offers  winding  roads,  wooded 
hillsides,  pleasant  vistas,  comfort,  ease  and  quiet. 


A  supreme  example  of  the  real  estate  advertising 
art  is  shown  in  the  display  from  the  booklet  on 
Rockhill,  a  subdivision  of  high  priced  homes  and 
homesites  owned  by  the  William  R.  Nelson  estate  in 
Kansas  City,  Missouri.  (See  page  131.) 

Atmosphere,  human  interest  and  all  the  force  of 
love  of  home  and  pride  of  ownership  are  realized  in 
these  alluring  scenes.  (See  page  135.)  The  pho- 
tography is  exceptional,  and  the  art  work  and 
typography  perfect. 

The  booklet  is  strongly  made,  attractively  bound, 
and  is  protected  by  a  specially  constructed  heavy 
envelope  that  lends  to  its  dignity  and  adds  to  its 
value.  (See  page  137.) 


District  ornamentation  in  the  Country  Club  Dis- 
trict, Kansas  City,  Missouri.    (See  page  139.)   The 
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placing  of  these  objects  of  art  gained  many  columns 
of  news  space.  They  are  pointed  out  to  all  visitors 
and  in  themselves  are  of  real  advertising  value. 
Other  progressive  subdivisions  follow  the  same 
plan. 

Models  of  subdivisions  and  buildings  are  being 
used  to  some  extent  in  advertising  and  selling  sub- 
divisions. They  present  a  bird's-eye  picture  of  a 
location  that  is  often  an  aid  in  selling. 

The  model  is  displayed  at  the  main  office  of  a 
real  estate  organization  handling  a  subdivision.  It 
attracts  attention.  Also  a  prospective  buyer  can 
locate  a  home  or  homesite  and  fix  in  his  mind  defi- 
nitely the  location,  surroundings,  methods  of  ap- 
proach, etc. 


135 


\ 


137 
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CHAPTER  XIII 

INDUSTRIAL    REAL    ESTATE ANALYSIS   OF   REQUIRE- 
MENTS  METHODS  OF  ADVERTISING 

Handling  industrial  real  estate  is  more  or  less  a 
job  for  the  specialist.  Somewhat  different  methods 
must  be  employed  in  advertising  it.  The  copy  should 
not  violate  the  rules  that  apply  generally  to  real 
estate  advertising,  but  the  effective  appeals  are  less 
to  the  emotions  and  more  to  the  practical  require- 
ments. 

The  fact  that  certain  industries  are  operating  and 
prospering  is  a  strong  urge  to  others  to  locate  in  the 
same  community. 

Accessibility  to  customers,  with  adequate  freight, 
express,  and  post  office  facilities,  is  an  item  of  first 
importance  to  a  big  business  concern. 

Labor  is  of  great  moment,  and  an  industry 
prefers  to  be  established  in  a  district  where  em- 
ployees of  the  right  type  can  be  obtained. 

An  industry  seeks  a  progressive  community 
where  the  future  is  bright  and  where  there  are  pros- 
pects that  its  investment  will  enhance  in  value. 

In  preparing  an  industrial  advertisement  ten 
items  to  be  borne  in  mind  are : 
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1.  Freight  (facilities  and  rates). 

2.  Finance  (community  wealth  and  bank  attitude). 

3.  Fuel  (cost  of  power). 

4.  Materials  (accessibility  of  raw). 

5.  Market   (nearness  to  customers). 

6.  Labor  (type  and  living  conditions). 

7.  Land    (cost   and   future   value — location   and   typog- 

raphy). 

8.  Laws  (corporation  and  labor). 

9.  Taxes  (general  and  income). 

10.  Insurance  (general  and  liability). 

In  special  cases,  climate,  condition  of  soil,  kind  of 
water  and  other  considerations  enter  into  the  list  of 
requirements  of  an  industry.  If  a  location  is  pecul- 
iarly adapted  to  a  certain  class  of  industry  by  reason 
of  any  of  the  qualifications  mentioned,  the  alert 
broker  will  take  advantage  of  it  in  his  advertising. 

An  advertisement,  institutional  in  character,  de- 
signed to  attract  industries  to  Minneapolis.  (See 
page  143.)  It  is  the  accepted  type  of  appeal  that 
may  be  used  by  an  industrial  district,  or  broker  who 
specializes  in  that  class  of  properties.  In  this  case 
the  offer  of  a  free  booklet  suggests  the  necessary 
action,  which  if  followed,  will  establish  contact  with 
the  reader. 

A  broker's  circular  offering  a  specific  industrial 
property  is  shown  on  page  145.  The  essential  facts 
are  given  in  detail  under  properly  emphasized  cap- 
tions. The  photograph  visualizes  and  emphasizes 
many  of  the  points  made  in  printed  description. 


ERRATA 


Page  142 — I9th  line  : 

The  reference  reading  (see  page 
143)  should  read  (see  page  177). 


involving  Real  Estate 


we  recommend  the  lertrice*  of 

A  REALTOR 


L  ESTATE  BOARD 


628  MCKNIGHT  Bura. 


GENEVA  1153  OR  3911 
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1.  Freight  (facilities  and  rates). 

2.  Finance  (community  wealth  and  bank  attitude). 

3.  Fuel  (cost  of  power). 

4.  Materials  (accessibility  of  raw). 

5.  Market   (nearness  to  customers). 

6.  Labor  (type  and  living  conditions). 

7.  Land    (cost   and    future   value — location   and   typog- 

raphy). 

8.  Laws  (corporation  and  labor). 
Q.  Taxes  General  and  income  V 


specializes  in  mat  class  01  properties.  In  this  case 
the  offer  of  a  free  booklet  suggests  the  necessary 
action,  which  if  followed,  will  establish  contact  with 
the  reader. 

A  broker's  circular  offering  a  specific  industrial 
property  is  shown  on  page  145.  The  essential  facts 
are  given  in  detail  under  properly  emphasized  cap- 
tions. The  photograph  visualizes  and  emphasizes 
many  of  the  points  made  in  printed  description. 


IteREALTOR^OTY 


Sixty-five  years  ago  the  site  upon  which  the  city  of  Minneapolis  has 
risen  was  little  more  than  a  frontier  wilderness  —an  outpost  where 
property  values  were  based  upon  the  individual  estimates  of  owners 
and  prospective  buyers. 


Today,  the  property  values  of  Minneapolis, 
the  basic  wealth  upon  which  all  individual 
prosperity  rests,  are  as  definite  and  as  precisely 
arrived  at  as  the  price  of  any  other  commodity 
of  financial  exchange. 

No  matter  what  the  difference  in  valuation 
between  the  estimates  o!  buyer  and  seller  may 
be,  there  is  A  Man  Who  Knows— the  Realtor. 
The  Realtor  of  today  is  the  representative  of  a 
distinct  profession,  a  constructive  citizen 
whose  business  it  is  to  serve  the  parties  to 
every  transaction  involving  Real  Estate.  Thus 
the  proper  valuation  will  be  maintained  and  the 
interests  of  contracting  parties  protected.  'The 
Realtor  must  be  a  member  of  the  Minneapolis 
Real  Estate  Board,  established  to  safeguard 


the  interests  of  every  owner  and  investor  in 
Minneapolis  property. 

The  Realtor's  services  are  obtainable  for  a  fee 
which  is  always  contingent.  In  every  case,  a 
Realtor's  service  is  a  guaranty  of  proper  valu- 
ation and  protection  to  buyer  and  seller. 

The  so-called  Real  Estate  "trader"  or  "curb'- 
stoner"  who  cannot  use  the  name  of  Realtor,  is 
accountable  only  as  an  individual.  He  can  aid 
only  to  the  extent  pf  his  personal  knowledge. 

The  Realtor,  on  the  other  hand,  brings  to  the 
service  of  his  client  •  wide  professional  knowl- 
edge backed  by  the  group  experience  of  The 
Minneapolis  Real  Estate  Board. 


in  every  transaction 
involving  Real  Estate 


recommend  the 

A  REALTOR 


L  ESTATE  BOARD 


GENEVA  1153  OR  3911 
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CHAPTER  XIV 

FARM    LANDS COLONIZATION    PROJECTS FARM 

BROKERS 

Colonization  undertakings  conducted  by  com- 
pany organizations  and  selling  individual  farms 
characterize  farm  land  advertising. 

While  the  emotional  appeals  are  the  same,  the 
treatment  of  copy  is  essentially  different.  The  dis- 
trict or  community  receives  considerable  attention 
in  colonization  propaganda,  and  a  greater  propor- 
tion of  general  advertising  is  done  with  a  view  to 
attracting  attention  to  the  enterprise.  The  specific 
selling  follows  after  contact  has  been  established 
through  the  general  campaign. 

The  farm  broker  handles  individual  farms,  and 
his  advertising  deals  more  with  the  one  specific 
farm  tract. 

Part  i — Colonization  Advertising 

The  saving  habit,  speculative  impulse,  comfort, 
parental  instinct,  pride  in  ownership  and  love  of 
outdoors  are  prominent  in  the  appeals  made. 

As  much  human  interest  as  possible  should  be 
injected  into  this  type  of  advertising.  It  is  impor- 
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tant  that  drawings  and  reproductions  of  actual 
photographs  be  used  wherever  possible.  Testi- 
monial letters  stimulate  confidence. 

Colonization  advertising  must  of  necessity  be 
somewhat  general.  It  is  wise,  however,  to  give  as 
much  detailed  information  as  possible. 

Use  of  color  has  been  found  very  effective.  Sim- 
ple color  schemes  have  given  better  results  than 
more  elaborate  art  displays.  Drawings  which  tell 
a  story  are  advocated  by  those  who  have  made  in- 
tensive studies  of  farm  advertising. 

Here  is  a  broadside  issued  by  the  Halsell  Farms 
Company  that  has  proved  its  worth.  (See  opposite 
page.)  This  was  the  main  feature  and  almost  the 
only  advertising  matter  used  to  create  a  market  for 
these  Texas  farms.  It  resulted,  however,  in  the 
sale  of  100,000  acres  in  less  than  two  years. 

In  two  colors,  it  has  the  contrast  necessary  to 
attract  attention.  Skillfully  emphasizing  the  out- 
standing advantages,  and  reinforcing  the  text  by 
an  ingenious  drawing,  this  has  demonstrated  real 
pulling  power. 

This  is  a  typical  example  of  copy  that  does  not 
argue  with  the  reader  but  carries  him  along  pleas- 
antly but  surely  with  suggestions  and  association 
of  ideas  until  the  action  suggested — personal  in- 
spection of  the  land — is  met  with  favor. 


The  Wisconsin   Colonization  Company  of   Eau 
Claire,  Wisconsin,  has  a  mail  campaign  of  seven 
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WISCONSIN  COLONIZATION  COMPANY 


"MADE   TO   ORDER"  FARMS 

Sunny  Southern  Sat. 


»      There  are  no  renters  in  the  OJibwa 
country.   Nine  out  of  overy  ten 
farmers  in  Upper  Wisconsin  own  their 
own  homes;  no  other  stnte  in  the 
Union  oan  boast  such  a  record. 

People  here  are  making  good.-that's  because 
they  own  and  do  not  rent. 

Do  you  see  what  this  will  mean  to  yon  at  O^ibwa? 
You  will  be  among  the  home  kind  of  people,  the  kind 
that  develop  the  country,  build  good  schools,  good 
roads  and  comfortable  homes.   They  are  good  neighbors 
and  have  good  sociable  times.   They  aren't  thinking 

moving  away  next  year  or  the  year  after.   Polks 
Lke  these  are  the  kind  to  neighbor  with  and  to 
up  your  family  among. 

We  wanted  to  tell  you  about  Ojibwa  and- Meadowbrook —  because  every- 
body is  proud  of  our  community  --but  it  would  take  so  much  space  we  Just 
couldn't  write  it  all  in  a  letter.   So  we  told  the  printer  about  it  -- 
he  has  printed  the  circular  which  we  are  sending  yon.   Please  rend  it  -- 
every  word— ''because  it  tells  just  what  kind  of  place  Ojibwa  is. 

Head  about  our  schools  and  community  clubs  and  the  good  times  we 
have.  See  the  pictures  of  the  farm  homes  we  build.  See  what  advan- 
tages your  children  will  have  at  Ojlbwa,  and  then  read  whnt  liber- 
al terras  we  offer. 

Stirely  yon  will  want  to  live  in  this  country,  where  you  can  own 
your  own  home. 

Yours  for  happiness  at  Ojibwa, 

WISCONSIN  COLONI3ATIOH  COMPANY 
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letters,  which  reinforced  by  circulars  and  booklets 
has  been  highly  successful.  The  program  has  been 
perfected  after  many  trials  and  experiments  and  is 
producing  results. 


The  opening  letter  is  shown  on  colored  insert 
facing  page  150. 

The  design  of  the  letterhead  tells  a  complete  and 
interesting  story.  Appeals  to  the  parental  instinct 
and  pride  in  ownership  are  strong  in  the  picture  and 
text.  The  letter  lays  the  foundation  for  the  follow- 
up  campaign  and  opens  the  door  for  the  printed 
circular. 


Letter  number  two  is  as  follows: 

8  F  TMST,  Pr.fcd.,,1  T.B.KETTH.V,c.  P-«,,,W  «.  G.  SCHLlEVt .  V*.Pr«,«ltn. 


Wisconsin  Colonization  Company 


"MADE  TO  OF*DER"FARMS 

•SUNNY  SOUTHERN  SAWYER 


FIELD  OFFICE, 

'    l_  J,    B. Wr,dj, 


OJ1BWA,  WISCONSIN 


OUR  SERVICE  DEPARTMENT 
HELPS  YOU  TO  SUCCEED 
AT  OJIBWA 

You  get  more  than  bare  land  with  your 
Ojibwa  farm  home.  You  get  more  than  fertile 
soil,  a  new  house,  new  barn,  tools  and  seed. 
Under  the  Wisconsin  Colonization  Plan,  you 
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get  the  benefit  of  advice  and  aid  of  many 
kinds  given  free  by  the  company  advisers  who 
are  located  at  Ojibwa.   Our  service  depart- 
ment has  helped  many  hundreds  of  farmers  to 
get  the  right  kind  of  start,  and  it  will  also 
help  you  to  get  a  start. 

We  don't  "just  sell  land"— we  help  build 
real  homes  and  help  make  the  community  a 
pleasant  place  in  which  to  live.   For  more 
than  20  years  the  men  connected  with  the 
Wisconsin  Colonization  Plan  have  engaged  in 
developing  Wisconsin  farm  homes.  More  than 
1,000  families  are  living  on  farms  which  our 
companies  have  sold  to  them.  We  are  proud  of 
this  record. 

The  cash  you  are  required  to  pay  down  is 
small.  We  make  it  as  low  as  possible  because 
we  want  you  to  hold  back  enough  money  to 
develop  your  farm  quickly.  We  advance  you 
money  to  improve  your  land,  and  we  put  up 
new  buildings  ;  we  just  add  these  loans  to 
your  contract  and  give  you  30  years  to  repay 
them.  This  means  that  all  your  time  can  be 
spent  improving  your  farm  during  the  first  few 
years. 

Your  house  and  barn  will  be  built  by 
our  service  department  at  cost,  so  that  you 
are  saved  a  great  deal  of  time  and  trouble, 
and  are  able  to  move  right  into  your  new  home 
without  the  usual  delay  of  building.  It  is  a 

well-built  house not  merely  a  tar  paper 

shack and  it  has  hard-wood  floors.  It  is 

sided  with  good  lumber  and  is  painted  a  light, 
cheerful  color. 
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The  company  employs  trained  men  to  help 
you  with  your  problems  and  to  acquaint  you 
with  your  neighbors  and  the  country.   No 
matter  what  your  trouble  is,  you  can  ask  one 
of  the  company  advisers  and  he  will  try  to 
help  you. 

The  community,  as  well  as  the  individ- 
ual, profits  from  our  service  department. 
For  instance,  we  have  built  community  halls 
and  campsites  where  the  grown  folk  and  chil- 
dren gather  for  meetings,  dance  and  play. 
This  is  certainly  a  friendly  country;  the 
people  work  hard  and  play  harda   You  and 
your  family  will  like  the  folks. 

Space  will  not  permit  us  to  tell  all 
the  ways  in  which  our  service  department 
benefits  you.   The  work  of  the  past  year, 
however,  will  give  you  an  idea  of  the  countless 
things  it  does.  During  this  time  it  has 
imported  two  cars  of  dairy  cattle  and  ad- 
vanced money  for  them.  Several  more  carloads 
are  on  the  way.  It  has  brought  in  a  number  of 
trained  farm  specialists  to  help  in  poultry 
raising,  milk  production,  land  clearing,  etc. 
It  sold  many  cars  of  wood  products  for  the 
settlers.   It  has  installed  radio  outfits  and 
added  animals  to  the  Ojibwa  zoo.  It  furnished 
cartons,  crates,  and  advertising  literature 
for  shipping  eggs  through  the  farmers'  co- 
operative associations.   It  is  helping  to 
restock  the  creeks  with  fish,  and  has  repaired 
roads  at  no  cost  to  the  settlers. 

There  are  scores  of  other  things  the 
service  department  is  doing  all  through  the 
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year helping  you  get  started  and  helping 

to  make  the  community  the  best  possible  place 
in  which  to  live. 

Visit  Ojibwa  as  soon  as  possible  and 
see  for  yourself  the  great  opportunity  we 
offer  you.  Spend  a  day  or  two  talking  with 
the  farmers  who  are  now  living  in  the  com- 
munity. 

Our  service  is  of  just  as  much  value 
to  you  as  soil. 

Yours  for  a  prosperous  farm  home, 


This  communication  is  two  pages  in  length, 
which  is  justified  on  the  assumption  that  the  first 
letter  and  circular  have  aroused  some  interest  and 
that  the  recipient  will  be  more  likely  to  read  two 
pages  at  this  stage  of  the  campaign  than  he  would 
at  first.  Also  longer  letters  to  farm  prospects  are 
permissible  than  to  others  for  the  reason  that  the 
persons  considering  this  class  of  real  estate  prob- 
ably have  more  time  and  are  more  deliberate.  It  is 
noticed  that  this  letter  brings  forward  a  new  idea 
• — that  of  service  by  the  colonization  company.  This 
exposition  of  the  kind  of  help  that  is  to  be  given 
farmers  in  the  Ojibwa  district  would  remove  the 
objections  of  many  who  might  have  been  holding 
back. 
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The  third  letter  ventures  three  pages  of  type- 
written matter. 


Wisconsin  Colonization  Company 

"MADE  TO  ORDER" FARMS 


FIELD  OFFICE: 

L.J.B.Ur,dt. 
I.  G.  B,. 

OJIBWA,  WISCONSIN  AT.SJU... 

IT  COSTS 

LESS  THAN  RENT: 

But  even  if  it  did  cost  more,  why  not 
OWN  YOUR  OWN  HOME?  Renting  results  only  in 
making  a  little  money  when  conditions  are 
good  -  if  the  landlord  doesn't  raise  the  rent. 
After  all  the  years  of  renting  you  may  or  may 
not  have  a  little  cash  in  the  bank,  and  that's 
all;  -  you  haven't  provided  a  home  for 
yourself  and  for  your  children. 

Every  youngster  has  the  right  to  a 
home  of  its  own.  The  environment  of  a  rented 
farm  does  not  develop  the  best  in  you  and 
it  certainly  will  not  in  your  children.   The 
child  brought  up  on  rented  soil  does  not 
have  a  fair  chance.   If  you  want  to  do  the 
best  you  can  for  your  children,  get  them  a 
home  of  their  own  at  Ojibwa  or  Meadowbrook. 

YOU  CAN  OWN  YOUR  OWN  HOME 

You  ask  how,  -  LISTEN!  Rents  vary  in 
different  parts  of  the  country,  but  let  us 
take  $10  an  acre  and  figure  only  on  80  acres. 
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This  makes  a  total  of  $800  rent  each  year, 
and  you  know  that  is  a  low  annual  rental 
charge  because  most  rented  farms  are  160 
acres  or  more.  The  total  cost  of  an  80 
acre  "Made-to-Order  Farm"  with  house,  barn, 
tools,  etc.,  will  only  be  around  $3500.   If 
you  pay  down  $500  you  have  30  years  to  pay 
the  balance  on  the  AMORTIZATION  PLAN. 
Under  this  plan  your  annual  payment  will  be 
only  $240.54,  this  includes  both  interest 
and  principal.   That's  easy,  isn't  it? 

WHAT  THE  30-YEAR  PLAN  MEANS  TO  YOU 
It  means  just  this,  -  you  can  earn  a 
farm  home  at  Ojibwa  for  yourself  and  your 
family  on  a  payment  of  less  than  one-quarter 
of  what  it  costs  to  rent.  And  remember  that 
on  the  amortization  plan  you  never  have  to 
pay  more  than  $80.18  a  year  on  every  $1000 
you  owe.  That  $80.18  a  year  pays  both  interest 
and  principal  so  that  at  the  end  of  the  30 
years  all  is  paid.  You  can  pay  more  any  year 
or  pay  it  all  if  you  want  to. 

Another  advantage  of  the  Ojibwa  30-year 
plan  is  this.  If  you  were  taken  sick  or 
injured  so  as  not  to  be  able  to  work  and  you 
owed  for  your  farm  on  a  straight  five  or  ten- 
year  old-fashioned  mortgage,  it  would  be 
hard  to  pay  that  $1000  or  $3000  due  the  next 
year  or  two,  wouldn't  it?  But  on  the  30-year 
plan  you  never  have  to  pay  more  than  $80.18  a 
year  on  each  $1000.   The  cream  checks  from 
two  or  three  cows  will  pay  your  annual  in- 
stallment so  there  is  nothing  to  worry  about 
under  this  plan. 
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The  amortization  mortgage  also  protects 
your  wife  and  children.  In  case  anything 
should  happen  to  you  they  could  easily  keep 
up  the  small  payments  and  save  the  home. 
That's  worth  thinking  about. 

THE  TERMS  OF  PAYMENT  MAKE  IT  EASY  FOR  YOU 
Just  as  important  as  soil  and  climate 
are  the  terms  of  payment,  and  the  help  and 
co-operation  you  get  from  this  Wisconsin 
Colonization  Plan.  The  30-year  amortization 
plan  with  the  attractive  little  home,  nearby 
neighbors,  social  good  times  in  the  Community 
Halls  and  Picnic  Grounds  and  the  co-opera- 
tion and  help  of  our  trained  advisers,  make 
it  an  easy  matter  for  you  to  secure  and  pay 
for  a  prosperous  farm  home  where  your  children 
will  be  given  the  opportunity  you  want  them 
to  have  and  to  which  you  can  retire  in  your 
old  age:- 

A  HOME  FOR  YOU  AND  YOURS 

Talk  it  over  with  your  family  and  plan 
to  visit  Ojibwa  in  a  few  days  and  let  us  drive 
you  around  the  most  beautiful  farming  country 
you  have  ever  seen.  We  have  comfortable 
little  cottages  for  you  to  stay  in  and  we  won't 
charge  you  a  cent  for  the  use  of  them.   We 
want  you  to  look  over  the  country  and  stay 
as  long  as  you  care  to.  Write  or  wire  me 
a  few  days  before  you  start. 

Yours  for  a  real  farm  at  Ojibwa. 
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The  big  appeal  here  is  to  the  saving  instinct.  The 
parental  urge  is  not  overlooked  but  the  theme  is 
saving.  It  is  a  logical  step  in  the  campaign. 


The  fourth  letter  presupposes  that  sufficient  edu- 
cational work  has  been  done  to  justify  an  attempt 
to  establish  contact  with  the  reader.  It  follows: 


Wisconsin  Colonization  Company 

*  "MADE  TO  ORDER"  FARMS 


B  F.  FRKST,  Pr«,,d«ni  FIELD  OFFICfc 

T.  B  KEITH. V,c«  Pr.s.d.r.1  L..1  B.Ur.J(!» 

R.G.  SCHLlEVE. 

r..  r,.Ki)EHL.s«cVt" 


G,n«r.l  OH.C.,: 
t.u  CU.r,.    W.scor 


WE  ARE 

LOOKING  FOR  YOU 

AT  OJIBWA. 

You  have  received  our  letters  and  cir- 
culars from  time  to  time,  telling  how  you 
could  secure  a  "Made-to-Order  Farm"  home  in 
the  Upper  Chippewa  Valley.  We  feel  sure  that 
you  are  interested,  and  are  still  planning 
on  owning  a  Wisconsin  farm  home. 

Possibly  there  are  some  questions  you 
would  like  to  ask.  Don't  hesitate  to  write  us, 
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for  we  will  be  glad  to  answer  any  questions 
and  send  you  further  information  at  any 
time. 

Won't  you  please  mail  the  enclosed 
postcard  or  write  and  tell  us  if  you  still 
want  a  Wisconsin  farm  and  if  you  want  us  to 
send  you  more  of  our  literature?  Possibly 
you  have  bought  a  farm  elsewhere  or  decided 
not  to  move  onto  a  farm  of  your  own  this 
season.  Just  mail  the  postcard  so  we  will 
know  whether  or  not  to  send  you  more 
literature. 

Our  new  sales  plan  is  the  most  liberal 
land  buying  offer  ever  made  and  if  you  really 
want  a  farm  home  of  your  own,  here  is  your 
chance.  Be  sure  you  carefully  read  over  the 
monthly  payment  plan. 

Please  mail  the  postcard  to  us  today. 

Yours  very  truly, 
WISCONSIN  COLONIZATION  COMPANY 
By 


A  post  card  is  enclosed  making  it  easy  for  the 
recipient  to  reply.  It  emphasizes  the  monthly  pay- 
ment plan,  which  carries  out  the  savings  idea. 


A  little  more  "atmosphere"  is  displayed  in  the 
fifth  letter. 
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Letter  number  five  is  as  follows : 

Dear  Mr 

A  few  days  ago  I  sent  you  a  copy  of 
the  Dawn  of  a  New  Day.   Of  course  you  have 
read  it  through,  so  have  all  the  members  of 
your  family. 

The  pictures  tell  a  story  that  cannot 
be  put  into  words.   The  fine  modern  homes  of 
the  older  farmers  and  the  attractive  cot- 
tages of  the  new  settlers  all  tell  of  the 
permanent  prosperity  of  this  rich  dairy  and 
diversified  farming  section  of  Wisconsin. 

The  faces  of  men,  women,  and  children 
just  beam  with  happiness  and  good  health.  You 
will  be  just  as  happy  and  healthy  when  you 
live  on  a  farm  of  your  own,  where  you  are 
your  own  boss  and  where  you  get  all  the  profit 
from  your  labor. 

The  invigorating  out-of-doors  air, 
pure  water,  and  fresh  vegetables  and  fruit 
from  your  own  garden  will  keep  you  and  the 
children  healthy. 

With  a  home  of  your  own  in  a  country 
where  the  climate  is  healthful,  water  pure, 
fuel  to  be  had  for  the  cutting,  a  garden  where 
every  kind  of  vegetable  and  fruit  can  be 
grown,  where  live  stock  flourishes  and 
where  the  landscape  is  filled  with  scenic 
beauty what  more  can  man  desire? 

The  Meadowbrook-Ojibwa  country  is  the 
kind  of  place  you  and  your  family  have  long 
been  looking  for.   This  is  a  friendly  country 
and  we  will  all  welcome  you  as  a  neighbor. 
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Let  me  know  before  you  come  to  Ojibwa 
for  I  want  to  meet  you  and  show  you  around 
the  country.   I  know  you  will  be  pleased 
with  this  part  of  Sunny  Southern  Sawyer 
County.  Write  me  now  before  you  forget. 
Yours  very  truly, 

WISCONSIN  COLONIZATION  COMPANY 

By 


P.   S.      Send  me  the  names  of  a  few  of  your 
friends   to  whom  you  would  like   to  have  me 
send  copies   of  the  Dawn  of  a  New  Day. 


Love  of  outdoors  is  the  outstanding  appeal  here 
and  is  entirely  different  from  the  topic  of  any  pre- 
vious letter.  It  offers  a  new  subject  and  should 
awaken  a  new  interest. 


Number  six  resorts  to  ingenuity  to  attract  at- 
tention. 

Written  in  script  across  the  face  is:  "A  special 
message  for  you."  This  is  in  red.  The  letter  is  in- 
tended as  a  reply  to  inquirers  who  answered  pre- 
vious letters.  It  introduces  a  new  circular  which 
details  plans  for  buying  the  farm  home.  It  is  de- 
signed as  a  spur  to  dormant  or  lagging  interest. 


Wisconsin  Colonization  Company 

"MADE  TO  ORDER" FARMS 


J.   R.UnJjC 


home, 
consin 
ut  some  of 
to  offer  as  a 


of  thJVjjfcw  circular  I  asked 
zation  CoTto  allow  me  to  send 
to  whom  I  had  been  writing 


You  wrote  to 

:1  answered  you  riglt  twey/IWI  t 
"Made-to-Order  Far^lj^^  At  that 
these  new  credit  plans  which  th 
Special  Midsummer  feature. 

As  soon  as  I  saw  the  advance 
the  president  of  our  Wisconsin  Col 
these  new  plans  to  some  of  the  fol 
about  owning  a  farm  home. 

So  here  goes  your  copy--JUST  OFF  THE  PRESS.   Some  brand  new 
ideas  on  buying  a  farm.   Any  fellow  who  really  wants  a  home  of  his 
own  can  secure  a  farm  under  one  of  these  liberal  PLANS. 

These  new  plans  make  TT  possltSTs  fo*  anyone  who  is  willing  to 
work,  to  own  a  piece  of  land  and  be  his  own  boss.   Carefully  read 
over  our  new  offer  to  give  yog  specie!  credit  for  cash  payments  or 
for  clearing  land.   We  originated  the  "Made-to-Order  Farm"  plan  and 
were  the  first  to  use  the  thirty  year  amortization  plan  in  the  sale 
of  lands.  That  reminds  me  of  a  quotation  from  Kipling. 

"And  they  asked  me  how  I  did  it, 
and  I  gave  'em  the  Scripture  text, 

'You  keep  your  light  so  shining 
A  little  in  front  o'  the  nextJ 

They  copied  all  they  .could  follow, 
But  they  couldn't  read  my  mind, 

And  I  left  'era  sweating  and  stealing 
a  year  and  a  half  behind." 

Anyway  our  sales  plans  can't  be  beat  and  our  farmers  are 
succeeding.   All  we  ask  you  to  do  is  to  come  and  see  for  yourself. 
Let  me  know  when  you  will  come  to  Ojibwe  end  how  lorge  a  farm  you 
are  interested  in.   Mail  the  enclosed  card  to  me  today. 

Youra  very  truly, 


P.  S.   Conditions  in  the  cities  are  slowing  dov>n  end  the  fprm 
earnings  are  increasing.  The  wave  of  prosperous  times  for  the  farmer 
is  on  its  way.   Never  was  there  a  better  time  to  buy  farm  land  than 
NOW. 
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The  last  letter  is  a  summing  up  or  "closing" 
letter. 


IELO  OFFICE 

BALDRIDGE 
N  I    SULLIVMI 


AL  OFFICES 
>  CLAIRE 


Wisconsin  Colonization  Company 

"MADE  TO  ORDER"  FARMS 

SUNNY  SOUTHERN  SA  WYER  COUNTY 

OJIBWA.  WISCONSIN 

In  selecting  your  farm  home  you  want 
fertile  land  on  a  good  road,  with  an  attractive 
house,  a  barn,  tools  and  seeds.  You  want  to 
live  near  friendly  neighbors  and  in  a  commu- 
nity where  the  people  meet  together  and  have 
social  good  times.  That's  why  you  asked  about 
our  "Made-to-Order"  farm  plan.  You  felt 
that  we  had  the  kind  of  farm  home  you  have 
long  been  looking  for.  You  were  right. 

Remember,  we  don't  "just  sell  land"  ; 
we  colonize  in  group  settlements.  Our  agri- 
cultural advisors  will  help  you  to  succeed  ; 
we  don't  leave  you  to  shift  for  yourself,  a 
fact  which  will  mean  much  to  you  and  to  your 
family. 

A  PROSPEROUS  COMMUNITY 

The  copy  of  the  Ojibwa  Courier  which  we 
are  mailing  you  today  will  give  you  an  insight 
into  the  way  the  new  farmers  live. 

Read  about  the  Thanksgiving  Dinner  at 
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Meadowbrook.   It's  a  real  inspiration. 
Think  of  235  new  farmers  and  their  families 
gathered  together  on  Thanksgiving  day  in  the 
Meadowbrook  Community  Hall.  Last  July  4 
nearly  600  farmers  -  men,  women  and  children 
-  met  at  Ojibwa  for  a  real  old-fashioned 
Fourth.   In  the  evening  they  enjoyed  them- 
selves at  the  community  dance.  Look  at  the 
pictures  of  the  Ojibwa  and  Meadowbroook  fairs 
published  in  the  Courier.   Notice  the  fine 
crops  and  livestock  that  are  produced  on 
our  fertile  lands.   This  is  the  kind  of 
neighborhood  you  want  to  move  into,  for  here 
the  people  work  hard  and  yet  find  time  to  meet 
together  for  friendly  good  time  and  play. 

300  FAMILIES  ARE  SUCCEEDING  -  SO  CAN  YOU  ! 

More  than  300  hard-working,  happy 
families  are  living  in  this  new  community. 
THERE  IS  NO  RENT  TO  PAY  AND  NO  FUEL  TO  BUY. 
Their  cellars  are  filled  with  vegetables  and 
fruits  from  their  own  gardens.  No  matter  what 
may  happen,  they  still  have  a  home  all  their 
own,  plenty  of  good  things  to  eat  and  lots  of 
fuel  -  three  essentials  of  life.   We  have 
plenty  of  rainfall  -  no  drought  or  grass- 
hoppers to  take  the  crop  after  you  have 
planted  it.   There  are  no  crop  failures  in 
Wisconsin. 

"MADE-TO-ORDER"  FARMS 

The  Wisconsin  Colonization  wMade-to- 
Order"  farm  plan  is  the  most  liberal  chance  you 
have  ever  had  to  secure  a  farm  home.  It  is  the 
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original  "Made-to-Order"  farm  plan  which 
combines  land,  buildings,  tools,  seeds  and 
personal  service.  No  better  land  buying  offer 
has  ever  been  made. 

DON'T  BE  A  RENTER 

On  your  own  farm  you  are  not  working 
for  a  boss.  You  are  earning  and  building  a 
home  for  yourself  and  for  your  children.  You 
have  a  feeling  that  the  country  belongs  to  you 
and  it  does.  Here  you  have  a  chance  to  build 
up  your  own  farm  home  -  not  some  one  else's 
rented  land.   The  annual  payments  are  less 
than  you  now  must  pay  for  rent. 

SMALL  CASH  PAYMENT 

The  cash  payment  on  a  nMade-to-Ordern 
farm  is  only  a  few  hundred  dollars,  just 
enough  to  show  that  you  are  in  earnest.  We 
then  loan  you  back  your  cash  payment  as  you 
clear  land  and  give  you  30  years  to  pay  for 
your  farm. 

In  buying  a  "Made-to-Order"  farm  you 
have  your  choice  of  four  attractive  and  well 
built  houses.  You  also  get  a  small  barn,  tools 
and  seed.  All  this  with  only  a  few  hundred 
dollars  payment  and  30  years  to  pay  the  bal- 
ance !  You  can  pay  sooner  if  you  wish. 

HELP  YOU  OWN  YOUR  OWN  HOME 

Read  our  circulars  and  booklets  over 
again  and  see  what  a  really  liberal  chance  we 
give  you  to  own  a  fine  farm  home  in  a  com- 
munity of  neighborly  home  builders.  Remember 
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this  is  not  an  ordinary  land  buying  offer. 
You  have  a  new  house  to  move  right  into  - 
good  roads,  nearby  markets,   schools  and  many 
new  neighbors.      You  also  have  the  help  and 
co-operation  of  a  strong  and  old  established 
company. 

WRITE  ME  TODAY 

Write  me  a  letter  and  let  me  know 
when  you  expect  to  visit  Ojibwa.     Don't  put  it 
off  too  long  for  you  may  not  again  have  such  a 
liberal   chance  to   own  your   own  home  where 
the  soil,   location  and  terms  of  payment  are 
as  good,   and  the  neighbors  as  friendly. 
Please  write  to  me  TODAY. 

Yours  for  a  "Made-to-Order"  farm  home. 


In  this  letter  most  of  the  points  brought  out  in 
the  previous  letters  are  adverted  to  and  the  final 
paragraph  suggests  the  action  that  if  followed  will 
bring  buyer  and  seller  together. 

Part  2 — Farm  Brokers 

A  different  type  of  farm  advertising  is  that  of 
the  farm  broker.  He  deals  with  individual  farms. 
His  appeal  is  more  specific.  This  is  true  in  classi- 
fied newspaper  farm  advertisements,  which  are 
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very  productive,  as  well  as  display  spaces  and  cir- 
culars. 

Best  results  are  obtained  from  advertisements 
which  offer  stock  and  equipment  along  with  the 
farm.  This  appeal  to  the  saving  instinct  is  very 
effective.  Farm  advertisers  report  by  actual  test 
many  more  inquiries  from  advertisements  offering 
stock  and  equipment  with  a  farm  as  compared  to 
the  same  farm  advertised  without  these  assets. 
Also  quicker  action  results.  Equipment  should  be 
itemized  if  possible. 

In  this  class  of  advertising  the  catalogue  style 
has  been  successful.  Good  art  work  and  actual 
photographs,  providing  the  necessary  "atmos- 
phere," are  important. 

Cover  pages  of  farm  circulars  that  tempt  the 
reader  to  investigate  further  are  shown  on  page  169. 
Each  has  a  desire  creating  suggestion. 

This  advertising  by  a  large  broker,  who  handles 
individual  tracts  on  a  commission  basis,  is  model 
farm  copy. 

The  artistic  cover  page  of  the  Florida  Catalogue 
of  A.  E.  Strout  Farm  Agency,  Inc.,  commands  in- 
stant notice  and  pleasant  contemplation.  Predom- 
inant over  the  whole  is  "Glorious  Summer  Now  in 
Florida,"  the  appeal  to  bodily  comfort.  (See  col- 
ored insert  facing  page  170.) 

Separate  pages  from  the  booklet,  while  carrying 
out  the  catalogue  idea,  stress  love  of  outdoors  and 


1 68  REAL  ESTATE  ADVERTISING 

other  emotions.  Note  the  careful  attention  paid  to 
accurate  detailed  descriptions  including  farm  equip- 
ment and  offering  suggestions  concerning  proper 
use  of  land.  (See  page  171.) 


^ 
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Wonderfoiyariety  of  Cash  Crops  Every  Month 

Double  and  Triple  Incomes  on  Florida^  Low-Priced  Farms 


O  O  f|  fl     an  acre  from  lettuce  baa 
SB 00      been  made  by  Mr.  B.  B. 

Keep,    a    Florida    successful     truck 

grower. 

$2,750  ,nr,nc~m»drby8 
Mr.  Emeraon,  a  Florida  farmer, 
from  a  4-acre  patch.  L.  H.  Trend- 
ivell  made  a  net  PROFIT  of  *»50 
from  eight  acres  of  cabbage. 

$8,400  S?/1S:£E5 

grower,      repor ' 

Sl.OOO    per    acri 

I'psall  realized  over  $8,400  la.t 

ter  with   five 


on    pepper..       Mrs. 


An  indu.tr 
a     .Ingle 
1,700    crate 


$2,400  from  One  Acre 
Strawberries 

The  following  quotati 
"Florida  Grower,**  Janu 
.hows    the    po.slbllltie.    of     .traw- 
bcrry   growing    In    Florida!      "What 

net      the      growerf        Just      outside 
Plant  City  the  writer  waa  shown  an 


at.  that  grew  on  orig- 
inal    plants.       These     he     sold     for 


When  this  ivlnte 
crop  for  $2,400.  th 
ed  the  amount  o 


he  .old   hi. 


$10,000 


JUO.OOoT'hl.  prlnclp'al  products  l"fng 
cucumbers,  bean*  and   potatoes. 

07  nnn  p.  w.  sneter  of  G«O>- 

9  I  jUUU  den  County  ha.  Brown 
6,500  Ib*.  of  wrapper  tobacco  on  four 
acres  which  he  mid  for  almost 
S7,<mo.  11.  I.  Green  also  had  five 

brought  him  an  average  of  *SOO  per 


07    fiflfl      Mr- 
9£,OUU     here 


here  from  Illinois, 
raised  1O  acres  of  watermelons  last 
spring  which  brought  him  *2,6OO. 
T.  A.  Lamb  sold  827  crates  of  can- 
taloupes In  1»1»  from  7H  acres  at 
a  net  profit  of  (1/127.  then  cut  eight 
tons  of  hay  from  the 
October. 


land  In 


*  I    f 
9  I  P 


an  acre  from  potatoes 
clay  County  I.  one  of 
the  beat  Irlsh-potato-produclng  sec- 
tion, In  Florida.  Ed  .North',  potato 
Crop  last  rear  averaged  over.  10O 
barrel,  an  acre.  With  the  price  at 
«10  a  barrel,  tkla  meant  a  return  of 
$1,000  an  acre.  J.  W.  Luc.s  A  Son. 
reported  a  yield  of  105  barrel,  an, 


$2,100  Per  Acre  from 
Cucumbers 

Samuel  Rill  realised  $2.100  from  a 
.Ingle  acre  of  cucumber.  In  southern 
Florida.  Cucumber,  are  one  of  the 
mo.t  profitable  vegetables  grown  In 


e   went   Into    the  ci«ru»   Industry   and 
s     over     12O    acres     of    flne     profit-paying 
He  Just  recently  aold  25  acres  for  «35,OOO. 


Well-Known  Economist  Says,  "Go  South,  Young  Man 


momlst,    In   an   Inter- 


ROGER   W.   BABSON,   well-kn 

two  weeks  from  Maryland '  to  Florida  and  then  westward 
through  Georgia.  Alabama  and  Mississippi.  I  left  Washington 
In  two  feet  of  snow  and  arrived  in  Florida  to  find  the  roses 
blooming  and  the  trees  laden  with  oranges.  Truly  this  la  a 
wonderful  country.  Although  J~hnve  been  to  Europe  many 
times,  I  fall  to  see  why  any  American  !».«  to  go  to  Italy, 
France  or  any  other  country  to  get  fine  climate. 

"Condition,  are  surely   better   In   the   South  .Atlantic   Statea 


Jrainrd    lands 


.uld  be  the  empire  state  of  the  Union* 
capable  of  feeding;  the  entire  country  If  It*  sell  were  tilled 
efficiently.  If  the  southern  planter  would  attend  to  his  work 
as  does  the  northern  farmer,  the  south  would  be  today  the. 
richest  part  of  the  country. 

••The  south  has  many  advantages  over  the  central  west. 
The  great  opportunity  of  the  south  lies  In  diversified  farming, 
breaking  up  of  the  large  tracts  Into  small  farms,  the  Intro- 
duction ol  more  legumes.  Statistics  show  that  with  the  finest 
agricultural  opportunities  in  the >country,  the  south  today  doe« 


wonderful    .tale    with    superb    cllmat 


the  north.  I  should  advise  to  go  south  rather  than  west." 


fortunes    to    Florida    farmers 
Trees  begin   to   bear   In  abou 


Dairying  Is  still  in  de-  An  acre  of  sugar  cane  yielded  TOO 
velopment  In  Florida,  gallon,  of  the  finest  Fterlda  syrup, 
but  good  cows  are  earn-  ^  netting  U1.050.  The  c""<  <W  production 

here."'"1'                           *    ind" you">sho<u'ide<averagle  at   least"  Sao 
gallon*  v 
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CHAPTER  XV 

INSTITUTIONAL    ADVERTISING ILLUSTRATIONS 

Advertising  intended  to  educate  the  public  in  the 
value  of  real  estate  as  an  investment,  the  desirabil- 
ity of  owning  a  home,  or  dealing  with  a  member  of 
a  recognized  real  estate  board  or  association  is 
called  institutional  advertising. 

Its  principal  purpose  is  to  create  new  business 
in  the  real  estate  field  or  to  stimulate  activity. 

Usually  such  advertising  makes  no  attempt  to 
establish  direct  contact  with  the  reader,  but  de- 
pends upon  the  indirect  benefit  to  be  derived  from 
an  animated  market. 

Institutional  advertising  usually  is  cooperative. 
It  is  financed  by  subscriptions  from  members  of 
real  estate  boards  or  associations  or  by  group  in- 
terests who  are  concerned  in  creating  a  public  mind 
educated  to  the  idea  of  owning  real  estate. 

Not  only  real  estate  brokers  are  benefited  by 
institutional  campaigns,  but  savings  and  loan  as- 
sociations, building  material  men,  mortgage  deal- 
ers, architects  and  others  who  profit  by  financing 
and  building  homes  and  business  buildings.  Pub- 
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lie  utility  corporations  usually  are  generous  sup- 
porters of  such  campaigns. 

Such  campaigns  advertise  a  city  or  a  community 
as  much  as  they  do  real  estate.  Their  effect  is  wide- 
spread and  they  have  done  much  for  the  benefit  of 
real  estate  generally. 

Whatever  benefits  a  trade  territory  redounds  also 
to  the  benefit  of  the  capital  of  that  district.  The 
Omaha  Real  Estate  Board  in  advertising  Nebraska 
farms  proceeded  on  the  theory  that  more  popula- 
tion on  farms  in  its  trade  territory  and  greater  pro- 
duction would  mean  added  wealth  for  Omaha,  the 
metropolis  of  the  district.  (See  facing  page.) 

The  appeals  in  this  advertisement  are  apparent. 
First,  curiosity  because  of  the  contrast  in  the  draw- 
ing and  the  caption ;  second,  investment ;  third,  the 
suggestion  of  comfort  and  ease  given  by  the  farm 
scene. 

An  advertisement  designed  to  educate  the  public 
to  deal  only  with  members  of  the  Minneapolis  Real 
Estate  Board  is  shown  on  page  177.  The  drawing, 
the  caption  and  the  conclusion  link  the  "Realtor" 
definitely  with  growing  city  real  estate  values.  It 
breathes  safety  and  confidence.  The  advertisement 
has  character  and  individuality.  After  the  first 
paragraph  the  text  is  broken  into  two  columns  to 
rest  the  eye  and  to  facilitate  reading. 

Comfort,  happiness,  contentment,  protection  are 
suggested  by  the  Real  Estate  Board  of  Kansas 


ERRATA 

Page  174 — 2ist  line  : 

Reference    to   page    177  should 
read  page  143. 


It  is  a  factory  which  produces  all  the  time,  and  for 
whose  products  there  is  a  never  ending  market. 


calves,  and  skim  milk. 

Omaha,  where  constant  and  firm  city  growth  comes  to 
such  a  large  degree  from  Nebraska,  wants  to  see  "A 
Factory  on  Every  Nebraska  Farm,"  for  the  benefit  of 
both  the  state  and  city. 


OMAHA  REAL  ESTATE  BOARD 
The  Realtor*  of  Omaha 
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lie  utility  corporations  usually  are  generous  sup- 
porters of  such  campaigns. 

Such  campaigns  advertise  a  city  or  a  community 
as  much  as  they  do  real  estate.  Their  effect  is  wide- 
spread and  they  have  done  much  for  the  benefit  of 
real  estate  generally. 

Whatever  benefits  a  trade  territnrv 
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to  deal  only  with  members  of  the  Minneapolis  Real 
Estate  Board  is  shown  on  page  177.  The  drawing, 
the  caption  and  the  conclusion  link  the  "Realtor" 
definitely  with  growing  city  real  estate  values.  It 
breathes  safety  and  confidence.  The  advertisement 
has  character  and  individuality.  After  the  first 
paragraph  the  text  is  broken  into  two  columns  to 
rest  the  eye  and  to  facilitate  reading. 

Comfort,  happiness,  contentment,  protection  are 
suggested  by  the  Real  Estate   Board  of  Kansas 


FACTORIES 

"One  on  Every  Nebraska  Farm  " 

Every  farm  which  has  five  or  taore  dairy  cows,  has  a 
small  factory. 

It  is  a  factory  which  produces  all  the  time,  and  for 
whose  products  there  is  a  never  ending  market. 

Nebraska  cows  can  easily  produce  $80  each,  per  year, 
above  the  cost  of  feed,  and  exclusive  of  the  value  of 
calves,  and  skim  milk. 

Omaha,  where  constant  and  firm  city  growth  comes  to 
such  a  large  degree  from  Nebraska,  wants  to  see  "A 
Factory  on  Every  Nebraska  Farm,"  for  the  benefit  of 
both  the  state  and  city. 
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Minneapolis 

The  Largest  City  of  Its  Age  in  America 


juit  beginning.    The  Ford  project,  which 
families  into  the  Twin  Cities— to  buy  and  build 
Lund 


factors  that  have  made  Minneapolis   the  gateway  and   financial 
capital  of  the  Northwest,  tnd  have  increased  the  city's  population  ten-fold  in  the 
the  city  ol  an 


though  Minneapolis  today  il  "A  Billion  Dollar  Market,"  manufacturing 
.__  1,800  articles,  and  receiving  from  and   di.tributing   throughout   the 

Northwest  tome  600,000  carloads  of  freight  annually,  the  city  is  "just  arriving." 


I  that  Minneapolis  Real  Estate  offers  g 
before.  It  means  that  rapid  growth  of  the  city  is  « 
for  Real  Estate  inv 
mcnt.  if  your  purchase  is  guarded  by  a  knowledge  < 


to  know  Real  Estate  values,  and  is  governed  by  a  code  of  lair  dealing  established 


Estate,  il  bought  through  a  Realtor. 


Minneapolis  Real  Estate  Board 


S28  McKnight  Building 
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NATIONAL  REAL  ESTATE  JOURNAL 


October  22..  1  $2; 


Reql  Estate 

Investments 

Protect 


Will  you  be  independent? 

Will  you  own  your  home? 

Will  you  be  living  comfortably,  happily,  contentedly? 

OR- 


First  Investment  at  40 
Now  Independent  at  60 


Will  you  still  be  struggling  along, 

income  or  protection:' 

.YOU  should  be  independent  it  85. 

.YOU  will  be  sure  of  it,  if  you  prepare  NOW      Thrift,  sav- 

»ng  and  consistent  investments  in  Kansas  City  Real  Estate  will 


Start  bv  hcmg  a  Home  Owner  This  is  the  f.rsi  und  easiest  Hung  for 
any  man  to  do.  Ask  a  Realtor.  Banker  or  Buildinjj  and  Loan  Official 
how  to  get  started.  They  will  show  you  how  easy  «  is  to  gef  the  capital 
you  niay  need 

With  your  own  home";  you  will  have  protection  The  ne»t  siep  is  10  lay 
the  foundation  lor  a  certain,  regular  income.  Hundreds  ot  people,  by 
taking  the  advice  of  Realtors  and  making 
cnioy  a  steady  income  which  keeps  them  provided  with  all  the  neces- 
sities and  comforts  ofjifc. 

Be  Prepared1  -Set  aside  »  portion  ol  your  income"  regularly  for 
Income- Bcarmq  Real  Estate  Investments,  such  as  Apartments.  Du- 
plexes. Long  Term  Business  Leases.  Real  Estate  Mortgage*  Savings 
and  Loan  or  Building  Association  Shares. 


In  vest' in  Real  Estate— It  Pays        |  SEE  A  REALTOR  \ 


Real  Estate  Board  of  Kansas  City,  Mo 


"Reol  Estate  Investment!  Protect"— Through  such  high  class  copy 
of  the  general  public  the  value  and  safety  of  real  estatt  investments 


this,  the  Kansas  City  board  brought  to  the  attention 
Truly  a  public  service  that  all  boards  might  render 
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City,  Mo.,  in  a  full  page  newspaper  advertisement. 
(See  page  179.)  Careful  preparation  of  copy,  ex- 
cellent art  work,  high  points  emphasized,  simple 
dignified  border  characterize  this  copy. 

An  institutional  advertisement  that  is  too  com- 
plex is  that  on  page  182.  Based  on  a  capital  idea — 
the  future  growth  of  a  city — it  fails  in  execution. 
The  text  is  too  long.  The  display  is  so  varied  that 
it  is  confusing.  Institutional  advertising  usually  is 
more  effective  when  the  long  list  of  subscribers  is 
omitted.  This  adds  to  the  confusion  and  distracts 
attention  from  the  main  object.  If  desired,  direct 
contact  with  the  reader  may  be  established  through 
the  medium  of  a  free  booklet,  as  in  the  Industrial 
Advertisement  of  the  Minneapolis  Real  Estate 
Board  or  other  similar  device.  Many  boards,  how- 
ever, prefer  to  rely  entirely  on  the  indirect  results. 

The  advertisement  on  page  183  shows  a  success- 
ful handling  of  the  same  idea.  Based  on  the  par- 
ental emotion  and  strongly  emphasizing  investment 
opportunity,  this  copy  cleverly  and  humanly  holds 
the  interest  as  it  visions  the  future  in  comparison 
with  the  present.  The  copy  is  simple  and  easy  to 
read.  The  artist  has  skillfully  told  the  story  in  a 
manner  that  not  only  at  once  attracts  attention  but 
gains  interest.  The  whole  creates  desire  and 
"Invest  in  Real  Estate — It  Pays,"  suggests  action. 


KANSAS  crrr  BTA 


T^ansas 


YESTERDAY 


-^ 

^t 


omorrow 


TMAGINATION-the  Keynote  of  Success.  First  imagine,  then  plan,  and  finally  ACT! 
I   That  is  the  formula  for  success  upon  which  any  person  of  mode 
JL  may  start  a  fortune  from  Kansas  City  real  estate  investments. 

Kansas  City,  today,  is  but  the  vision  of  the  men  of  yesterday:  men  who  possessed 
Imagination  and  who  acted  with  the  firm  conviction  that  this  place  was  destined  to  be- 
come one  of  the  biggest  cities  of  the  country.  We  of  today  do  indeed  appreciate  the 
wonderful  foresight  and  industry  of  these  sturdy  men  of  imagination. 

An  interesting  example  of  the  foresight  arid  faith  of  these  early  aettlen  is  contained 
in  the  prophetic  map  made  in  the  year  1859  by  William  Gilpio,  A  study  of  this  map. 
and  comparison  with  a  present  day  map  of  Kansas  City  discloses  an  astonishing  resem- 
blance. AVhen  Gilpin  made  his  map,  Kansas  City  boasted  a  population  of  only  7,180.  He 
jived,  however,  to  see  the  city  grow  to  a-  population  dl  almost  140.000.  and  when  he  died, 
in  1894,  the  city  was  beginning  to  take  on  the  huge  proportions  which,  he  claimed  was 
inevitable. 

Kansas  City  today,  with  a  population  in  its  vicinity  of  over  500,000,  Is  a  long  way 
•head  ofvthe  expectations  of  even  its  most  hopeful  pioneers.  What  of  tomorrow,  are 
YOU  oneikof  the  men  who  can  Imagine.  Plan  and  ACT.  and  profit  thereby? 

It  is  tjie  purpose  of  this  story  to  acquaint  you  with  what  is  recognized  as  the  best 
and  safesfcform  of  investment  in  Kansas  City,  namely,  its  real  estate.  Whether  you  are 
interested  in  a  home,  in  vacant  or  business  property;  in  rentals  or  leases,  you  will  find 
Kansas  City  real  estate  always  desirable,  always  safe.  Fortunes  have  been  made  in 
Kansas  City  real  estate  and  fortunes  will  continue  to  bepade  by  men  of  foresight  and 

:  investment  it  not  limited  or  restricted.  It  is  open  to  every- 
to  the  man  of  unlimited  wealth.    As  a  means  of  saving,  it 

is  the  most  dependable  and  offers  the  greatest  returns  in  interest.  As  a  means  of  pro- 
tection, it  offers  the  wage-earning  family  man  the  best  opportunity  to  secure  a  home  for 
his  dependents.  As  a  means  of  increasing  capital  it  offers  untold  opportunities  through 
buying,  improving  and  selnng. 

When  next  you  are  offered  an  opportunity  to  acquire  any  real  estate,  investigate 
thoroughly  and  visualize  all  the  possibilities  that  you  or  others  could  develop  therein. 
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whenyouie  a  man 

tins  properly  will  make 
you  independent." 


V  fath'cr  missed  his  opportunity  to  become  in- 
dependent by  failing  to  invest  in  Kansas  City, 
Real  Estate  when  he  had  the  chance.  This  he 
always  regretted. 

"I  intend  to  profit  b'y  his  experience.  I  purchased  the 
land  on  which  we  are  now  standing  after  having  advised  withi 
Realtors  and  experts  in  city  development,  and,  some  'day, 
you  and  I  will  reap  the  profits  that  are  sure  to  come  from  my, 

"Kansas  City  /^growing  and  no  man  can  tell  when  it  wi 
stop.    .This  land  is  in  direct  line  with  the  city's  progress^ 
some  day  it  -will  be  needed  as  a  site  for  a  big  building;  it 
will  be  leased  and  .will  bring  you  and  mea  certain  rcgjilar  in* 
cfrne  every  year.  ' 

"Kansas  City  will  continue  to  grow.  Her  location  is  the  gate- 
way to  the  Great  Southwest—  a  region  of  abundanj-hatural 
advantages  second  to  none  in  the  world.  This  fact,  alone,  in- 
sures a  constant  and  steady  increase  in  business  and  popula- 

"This  growth  will  create  an  increasing  demand  for  rial  estate 
—  locations  for.  j^bbing,Jhousesr,v«arehouses,  bank?,  (theaters? 
office  buildings,  hotels,  apartment?  arfd  homes.  As  the  need 
for  sites  for  these  purposes  increases,  the  competition  for  fa- 
vorable locations,  will,  become  more  and  more  keen  and  real 
estate  will  naturally  increase  in.  value. 

"Remember  tiis,  my  toy;  no  investment  that  you  or  I  cat 
make  will  bring  us  as  sure  and  profitable  a  return  as  that  rnjfde 
in  Kansas  City,  reil  estate,  and  no  investment  can  be  safe?. 


Invest  in  Real  Esiate---lt 


Consult  a  Realtor.  It  is  his  business  to  know 
and  advise  you  how  to  invest  in  sound 
and  profitable  real  estate  opportunities. 
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CHAPTER  XVI 

SIGNS LETTER   HEADS 

Color  is  almost  universally  used  in  real  estate 
signs.  It  relieves  monotony  and  offers  the  neces- 
sary contrast.  More  than  any  other  form  of  real 
estate  advertising  this  medium  must  have  indivi- 
duality. To  achieve  this  some  brokers  have  ven- 
tured to  employ  most  discordant  color  schemes. 
This  is  not  advisable,  however,  nor  necessary. 
Signs  can  achieve  the  desired  results  without  being 
monstrous. 

The  sign  of  W.  H.  Wright  &  Co.  employs  trade 
mark,  slogan  and  distinctive  sign,  to  establish  its 
individuality.  In  orange,  black  and  white,  it  has 
colors  of  adequate  contrast  but  they  do  not  offend. 
Once  familiar  with  its  general  appearance  a  pass- 
erby would  not  need  to  read  it  in  order  to  know 
who  was  representing  the  real  estate  advertised. 
(See  colored  insert  A  facing  page  186.) 

The  red  letter  "S"  identifies  the  Sharon  sign  at 
almost  any  distance  from  which  it  can  be  seen.  It  is 
a  natural  focusing  point  for  the  eye  and  is  easily 
remembered  as  the  insignia  of  the  F.  C.  Sharon 
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Real  Estate  Company.  (See  colored  insert  A  on 
opposite  page.) 

In  yellow,  black  and  white  the  sign  of  the  Ward 
.C.  Gifford  Realty  Co.  was  designed  with  the  idea 
of  dominating  other  advertising  signs  and  creating 
a  vivid  impression  without  displeasing.  (See  col- 
ored insert  B.) 

Each  of  the  letter  heads  in  use  by  prominent  real 
estate  concerns  (see  colored  insert  C)  employs  a 
different  method  of  making  a  favorable  impression 
on  the  reader. 

Gordon  Mortgage  Company  is  dignified  but  out 
of  the  ordinary  because  of  the  signature;  Mid- 
daugh  &  Shannon  inspires  confidence  and  empha- 
sizes homes;  Coral  Gables  embosses  its  name  in 
coral  hue;  Brosius  Investment  Company  has  Har- 
monious colors  on  gray  tinted  stock  and  an  artistic 
well  balanced  design  with  the  letter  "B"  in  a  red 
triangle  to  give  it  "life."  H.  R.  Ennis  Real  Estate 
and  Investment  Company  takes  advantage  of  the 
word  "Realtors,"  emphasizing  it  in  red. 
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CHAPTER  XVII 

PUBLICITY COOPERATION    WITH    REAL    ESTATE 

EDITOR 

Most  real  estate  transactions  have  news  value  and 
cooperation  with  the  real  estate  reporter  or  editor 
will  mean  much  to  the  broker. 

Publicity  cannot  be  considered  in  the  light  of  ad- 
vertising, although  closely  related  to  it  and  vital  in 
the  development  of  a  large  real  estate  business.  A 
broker  must  not  expect  to  get  into  the  news  columns 
what  should  be  run  in  advertising  space  over  his 
name  and  paid  for.  Legitimate  real  estate  news 
always  will  command  space,  but  it  must  be  news. 

Leases  that  mean  an  enlarged  or  new  industry, 
sales  that  show  big  gains  in  property  values  over 
previous  prices,  unusual  house  designs,  projected 
development  of  a  new  district,  happenings  of  un- 
usual nature,  human  interest  events,  historical 
atmosphere  surrounding  a  property  being  sold  or 
developed,  constitute  items  of  news  value. 

A  little  thought  or  investigation  often  will  de- 
velop a  real  news  story  in  connection  with  a  sale  or 
lease  that  otherwise  would  be  passed  by  without 
comment.  Newspapers  usually  make  a  practice  of 
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printing  the  names  of  the  brokers  interested  in  the 
transaction. 

The  broker  should  remember  that  the  relations 
between  the  newspaper  and  the  real  estate  man 
should  be  reciprocal  in  all  respects. 


APPENDIX 

A  study  of  real  estate  advertising  is  a  study  of 
the  real  estate  business,  and  this  volume  is  intended 
as  a  guide  book  for  the  real  estate  broker  and 
operator. 

Undoubtedly,  however,  many  who  read  this  work 
will  desire  to  delve  more  deeply  into  the  tech- 
nique and  detail  of  advertising  in  general. 

The  history  of  advertising  holds  many  fascinat- 
ing business  romances — stories  of  almost  unbeliev- 
able successes. 

Many  rules  here  applied  to  the  real  estate  busi- 
ness will  answer  equally  well  in  other  lines  of 
endeavor. 

These  fundamentals  have  been  defined  and  elab- 
orated by  many  authors.  A  preferred  list  of  au- 
thoritative books  on  advertising  subjects  has  been 
compiled  by  Cecil  A.  Ross,  librarian  of  the  Harvard 
University  Graduate  School  of  Business  Admin- 
istration. They  are  practical  and  interesting  and  of 
literary  merit. 

As  basic  literature  for  any  student  of  advertis- 
ing, they  are  highly  recommended.  The  list  fol- 
lows: 

189 


190  REAL  ESTATE  ADVERTISING 

CHERINGTON,  P.  T.,  Advertising  as  a  Business  Force. 

HQLLINGWORTH,  H.  L.,  Advertising  and  Selling:  Principles 
of  Appeal  and  Response. 

SCOTT,  W.  D.,  The  Psychology  of  Advertising. 

STARCH,  DANIEL,  "Advertising:  Its  Principlesf  Practice  and 
Technique. 

TIPPER,  HARRY,  AND  OTHERS,  Advertising,  Its  Principles 
and  Practice. 

ADAMS,  H.  F.,  Advertising  and  Its  Mental  Laws. 

HALL,  S.  R.,  Writing  an  Advertisement. 

PARSONS,  F.  A.,  The  Principles  of  Advertising  Management. 

SCOTT,  W.  D.,  Theory  of  Advertising. 

SHERBOW,  BENJAMIN,  Making  Type  Work. 

CALKINS,  E.  E.,  Use  of  Advertising. 

CHERINGTON,  P.  T.,  Advertising  Book. 

FARRAR,  G.  P.,  Typography  of  Advertisements  That  Pay. 

HESS,  H.  W.,  Productive  Advertising. 

FRENCH,  GEORGE,  How  to  Advertise. 

MAHIN,  J.  L.,  Advertising,  Selling  the  Consumer. 

RUSSELL,  T.  H.,  Commercial  Advertising. 

SHRYER,  W.  A.,  Analytical  Advertising. 

CALKINS,  E.  E.,  AND  HOLDEN,  RALPH,  Modern  Advertising. 

CASSON,  H.  N.,  Ads  and  Sales. 

DE  BOWER,  H.  F.,  Advertising  Principles. 

DE  WEESE,  T.  A.,  Principles  of  Practical  Publicity. 

FRENCH,  GEORGE,  Advertising;  the  Social  and  Economic 
Problem. 

HIGHAM,  C.  F.,  Scientific  Distribution. 

INTERNATIONAL  CORRESPONDENCE  SCHOOLS,  The  Advertis- 
er's Handbook. 

LEWIS,  B.  J.,  How  to  Make  Type  Talk. 

SHAW,  A.  W.,  Some  Problems  In  Market  Distribution. 

STRONG,  E.  K.,  Relative  Merit  of  Advertisements. 

TREZISE,  F.  J.,  The  Typography  of  Advertisements. 

WADSWORTH,  G.  B.,  Principles  and  Practice  of  Advertising. 
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Advertising,  purpose  of,  I  ;  scope  of,  2,  4 ;  relation  to  sales- 
manship, 4;  merits  of,  5,  6;  classification  of,  7,  8;  space 
in,  9. 

Aerial  photographs,  49,  50. 

Argument,  avoidance  of,  5. 

Art  work,  12,  13,  15,  30,  33,  34,  35,  42,  148,  185. 

Association  of  ideas,  15-17. 

B 

Booklets,  popularity  of,  46 ;  human  interest  in,  46 ;  use  of,  47. 
Brokers,  advertising  needs  of,  74 ;  programs  of,  '76 ;  general 

advertising  of,  89 ;  establishment  of  confidence  in,  89 ; 

methods  of,  90-112;  cooperation  with  real  estate  editors, 

i87. 

Budget,  variations  of,  6 ;  percentage  of  income  for,  6. 

C 

Catalogue  system  of  advertising,  47. 

Classification  of  advertisements,  7,  8. 

Classified  advertising,  clientele  of,  26;  brevity  in,  27,  28; 
emphasis  of,  28 ;  effectiveness  of,  29,  59 ;  media  for,  59 ; 
display  effects  in,  59-65 ;  appeal  of,  65,  73 ;  captions  of, 
66,  73. 

Colonization  advertising,  character  of,  148;  illustrative  cam- 
paign of,  149-166. 

Color  guides,  32,  33. 

Color  work,  in  magazines,  15,  33,  34;  purposes  of,  30;  con- 
trast in,  30;  harmonious  color  in,  31;  signs,  35,    185; 
inserts  in  letters,  42 ;  in  colonization  advertising,  148. 
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Confidence,  stimulation  of,  3,  89. 

Contrast,  use  of,  14,  15  ;  in  colors,  30,  32. 

Copy,  typing  of,  51 ;  pasting  of,  51  ;  spacing  of,  51 ;  use  of 

cuts  in,  52. 

Curiosity,  appeal  to,  24,  25. 
Cuts,  method  of  reduction  of,  52. 

D 

Design,  rules  of,  20,  21. 
Desire  to   build,  appeal  to,   23. 

E 

Ease  and  comfort,  appeal  of,  24. 

Editor,  real  estate,  cooperation  with  broker,  187. 

Educational  advertising,  75,  100;  purpose  of,  173;  coopera- 
tive nature  of,  173;  benefits  of,  173,  174;  appeals  in, 
174,  181. 

Emotional  appeals,  22-26,  148. 

F 

Farm    advertising,    classified    and    display,    167;    itemized 

equipment  in,  167;  catalogue  style  of,  167. 
Farm  broker,  specific  appeal  of,  166. 
Farm  land  advertising,  types  of,  147. 

Financial  advertising,  use  of,  75 ;  style  and  appeal  in,  76-86. 
Follow-up   system,   planning   of,    42,    43 ;   requirements    of, 

43>  44- 

H 

Headlines,  14,  15. 
Human  interest,  in  classified  advertising,  27,  28;  in  letters, 

39-41 ;  in  booklets,  46 ;  in  colonization  advertising,  148, 


Impression,  visual,  advantage  of,  2. 

Industrial  advertising,  special  requirements  of,  141  ;  appeals 
in,  141 ;  emphasis  in,  142. 
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Ingenuity  in  advertising,  17-19. 

Institutional  advertising,  2;  educational  purpose  of,  173;  co- 
operative, 173  ;  benefits  of,  173,  174;  appeals  in,  174-181. 
Investment,  appeal  to  desire  for,  25. 

L 

Layout,  planning  of,  51. 

Letterheads,  186. 

Letters,  requirements  of,  37,  38,  43  ;  human  interest  in,  38-41 ; 

follow-up  system  of,  42-44;  pre-cancelled  stamps  for, 

46;  stationery  for,  49,  186. 

M 

Magazines,  8,  9 ;  types  of  advertising  in,  9 ;  space  in,  9  ; 

color  work,  15,  33,  34. 
Mailing  lists,  compilation  of,  44,  45. 
Media,  choice  of,  8. 

N 

Newspapers,  8 ;  types  of  advertising  in,  9 ;  space  in,  9 ;  pre- 
ferred position  in,  10,  u  ;  qualifications  of,  59. 
Novelties,  advertising  on,  50. 

O 
Outdoors,  appeal  to  love  of,  26. 

P 

Parental  appeal  in  advertising,  24. 

Photographs,  reduction  of,  52. 

Pleasure,  appeal  to,  12-14. 

Pride  in  ownership,  appeal  to,  22,  23. 

Publications,  types  of  advertising  in,  8,  9;  space,  9,  10. 

Publicity,  value  of,  187. 

R 

Radio  advertising,  49. 
"Realtor,"  origin  of  term,  17,  18. 
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Repetition,  19,  20;  in  financial  advertising,  74. 
Return  coupons,  19. 

S 

Salesmanship,  relation  to  advertising,  4. 

Saving  impulse,  appeal  to,  23. 

Signs,  34;  color  work  in,  35,  36;  individuality  in,  185,  186. 

Slogans,  1 8,  19. 

Space,  effectiveness  of,  9,  13,  14. 

Speculation,  appeal  to  desire  for,  25. 

Stationery,  importance  of,  49;  letterheads,  186. 

Style,  questions  involved  in,  12-20;  rules  of,  20,  21  ;  weak- 
nesses in,  21. 

Subdivision  advertising,  analyzing  the  situation,  113;  appeal 
of,  113,  114;  methods  of,  119-134. 

T 

Truth,  value  of  in  advertising,  3,  4. 
Typography,  13. 


